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10 Cents a Copy, $2 a Year 


Rough Proofs 


Rapid transmission of new ideas 
has given the world mental indiges- 
tion, Hill Blackett suggests. And 
that ought to be just the spot for 
the entrance of good old Dr. Adver- 
tising. 

v 


- 


Proving that this is indeed a 
topsy-turvy world, outdoor adver- 


Philco to Match 
Rivals’ Price Cuts 
on Refrigerators 


Follows Steps Taken by 
Kelvinator, Norge and 


tisers are getting in step with the) 
times by running their posters up- | 
side down. 


7 tT? 


If advertising were as powerful in 
influencing consumer action as the 
government regulators insist it is, 
every copywriter would be in line 
for a raise. 

v 


" ¥ 


Brickbats are being heaved by 
the friends of advertising in the di- 
rection of the alleged reds of the 
consumer movement. Only the timid 
advertiser is raising the white flag. 


Crosley 


BULLETIN 

Dayton, Jan. 26.—Reductions rang- 
ing from $35 to $50 on Frigidaire 
models will be announced in a 
nationwide newspaper campaign to 
break soon, it was learned here 
today. 

Philadelphia, Jan. 25. With 
downward price revisions occupy- 
ing the attention of the electric re- 


frigerator field, Phileco Radio & 
Television Corporation this week 
unveiled its 1940 line featuring 


competitive prices and a promotion 


program by which it hopes to cap- | 


7, VF 


When somebody smelled smoke 
and started the cry of “Fire!” at 
the Chicago premiere, a lot of peo- 
ple in the theater thought they were 
about to be “Gone With the Wind.” 


»s Vv. 


The meat industry is to put on a 
cooperative campaign in behalf of 
sausage in natural casings. If the 
copy really tells all, the consumer 
is sure to conclude, “Ain’t nature 
wonderful?” 


, VY? 


that help to locate the ads which 


rise? 


. Vv *¥ 


scientists and the lawyers to answer 
all the questions, it’s going to be 
vertising men. 
v 


¥ F 


The need of legal advice in ad- 
vertising preparation should at least 
help the classified columns of the | 
advertising publications. Many an | 
mpecunious disciple of Blackstone 
could be persuaded to take his 
shingle out of circulation. 

’ 


7 © 


P. K. Wrigley and Chester Bowles 
are to be interested in Ralph Inger- | 
oll’s new metropolitan daily. That | 
ught to be one good way to insure 
getting a preferred position. 

’ 


vy 


Give the customers a chance to 
iter your contest early and often, | 
advises Expert Herrold, who knows 
that hope springs eternal in the 
‘uman breast. 

v 


. ae. 


The time when you begin to 
‘onder if radio is really as good as | 
.§ cracked up to be is when your 
‘Vorite sports announcer starts 
‘lking about athaletes. 

7 


. © 


The New York Rangers are break- 
18 all records for consecutive wins 
the pro hockey game. Is it pos- 
~ le they think they are playing at 
* Yankee Stadium? 


Copy Cus. 


| 


“Lie detectors” are to be used in | ; 
copy testing, it is reported. Will | General Electric Company and 


make the consumer’s blood pressure | ——__—__ 
Repel Attacks on 
Business, Says 
‘Chrysler Ad Chief 


dificult to find room for mere ad- | 


With advertising calling in the) 


| ganization, Mr. Ward said: 


ture an important share of the mar- | 
ket in its second year in the field. | 


Price War Spreads 


Meanwhile, the price war has | 
|spread to three other major com- 
|panies. Kelvinator Division of | 


Nash-Kelvinator Corporation 
started the ball rolling a fortnight 
ago. Since then, in addition to the 
_ competitively-priced Philco models, 
Norge Division of Borg-Warner 
Corporation and Crosley Corpora- 
| tion, have reduced their quotations 
in line with Kelvinator’s. (Details 
|of the new Frigidaire campaign ap- 
pear on Page 9.) 

To date, the “big three” of the 
refrigerator field, Frigidaire Divi- 
sion of General Motors Corporation, 


(Continued on Page 28) 


Chicago, Jan. 25.—Attacks on ad- 
vertising are in reality attacks on 
the American system of business, 
and should be repelled on that basis, 
declared Herbert O. Ward, director 
of advertising and sales promotion 
of the export division of the Chrys- 
ler Corporation, Detroit, in address- 
ing the Chicago Federated Adver- 
tising Club today. Mr. Ward is 
president of the Detroit Adcraft 
Club. 

After reviewing many examples | 
of the criticisms of advertising| 
emanating from consumer groups, 
as well as the Dies report relating 
some of them to the communist or- 


“It becomes evident, therefore, 
that the defense of advertising is no 
longer an issue. 


Hearings On Consumer Standards 


CONCENTR 


SO NEW IT’S NEWS 


CONCENTRATED COSMETICS! 


Couron Banos ALL OF THE FoLLowets Ten Fu © 
Sut Vivaract CONCENTRATED Cosmetics 
A rs metres - 
‘ Ey i 
as “3 
> 
as 


| Vita-Pact Company, St. Louis, launches 


a test campaign for new cosmetic ‘‘con- 
centrates. (Story on Page 28.) 


P&G Again First 
in Total Budgets 
for Three Media 


New York, Jan. 26.—Procter & 
Gamble Company and General 
Foods Corporation maintained first 
and second place as top spenders in 
magazine, radio and farm paper ad- 
vertising combined, according to 
figures compiled this week by Ap- 
VERTISING AGE. 

Tabulation of the ten leaders in 
all three media appears on Page 28. 
The fifty leading farm paper ad- 
vertisers are listed on Page 24. 


Ranking Virtually the Same 


With the exception of some 
changes in ranking, the list of the 
first ten spenders in the three me- 
dia was virtually the same for 1939 
as in 1938. Missing from the 1939 
tabulations, however, were Liggett 
& Myers Tobacco Company and 
Standard Brands, Inc. New en- 
trants were Colgate-Palmolive-Peet 
Company and Sterling Products, 
Inc. 


ble Company was $11,229,332. 
(Continued on Page 28) 
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Consumer Activity 


Is New Problem 


of Canning Industry 


Leaders Voice Promise 
of Aid to All Legitimate 
Groups 


Chicago, Jan. 24. The National 
Canners Association added another 
salient for action to the more or less 
perennial prob- 
lems it has dealt 
with in the past, 
when it went 
on record this 
week as a 
friend of the 
consumer 
movement. 

Amid discus- 
sian of stand- 
ards and labels, 
new production 
techniques and 
the business of 
gearing production to marketing ef- 
ficiency, the association’s viewpoint 
on consumer education found in- 
formal expression in comments 
made by two of its leaders: Walter 
L. Graefe, retiring president, and 
Judge J. Harry Covington, associa- 
tion counsel. 

H. F. Krimendahl, Crampton Can- 
neries, Inc., Celina, O., was elected 
new president of the association. 
Other stories of this convention 
and of additional food groups meet- 
ing in Chicago are reported else- 
where in this issue. 


Less Evangelism, Is Plea 


“Less evangelism and more con- 
structive effort,” was the plea made 
by Mr. Graefe regarding the con- 
sumer movement. 

“Today,” he said, “we hear a lot 
about consumers, consumer organ- 
izations and consumer education. It 
would seem that, with manufactur- 


H.. F. Krimendahl 


|ers eager to know what the con- 


Total budget for Procter & Gam-|sumer wants, 


and the consumer 


It eager to buy goods that meet her 


(Continued on Page 25) 


Last Minute News Flashes 


New York, Jan. 26.—Max A 
of Spud cigarettes and George A. 


‘Schenley, Spud Account Executive Joins Weiss 


Geller, who has handled the accounts 
Dickel division of Schenley Distillers 
But the defense of Corporation for Lawrence C. Gumbinner Advertising Agency, has be- 
| business, rather our particular sys-| come executive vice-president and New York manager of Weiss & Geller, 


tem of business, does need an active | Chicago. The president is Edward H. Weiss, who has operated as Mc- 


and adequate defense now. To that! 
end, I propose the appointment of 
(Continued on Page 6) 


DIRECTORY OF FEATURES 
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Dougall & Weiss. 
avenue Feb. 15. 


New York 


offices will be established 
Temporary headquarters are in the Chanin bldg. 


Gillette Again to Sponsor Derby Broadcast 


at 538 Fifth 


Boston, Jan. 26.—Gillette Safety Razor Company will sponsor the 


broadcast of the 66th annual 


running 


of the Kentucky Derby at 


Churchill Downs May 4, J. P. Spang, Jr., president of the company, 


announced today. 
Columbia Broadcasting System. 


The program will be heard over 80 stations of the 
Maxon, Inc., is the agency. 


Sherman, Marquette Buy Benton & Bowles-Chicago 
Chicago, Jan. 26.—Stuart Sherman, president, and Arthur F. Mar- 

quette, vice-president, have acquired complete ownership of Benton & 

Bowles-Chicago, Inc., from Benton & Bowles, New York, and Edward 


Aleshire, a former officer of the Chicago agency. 


The agency will be 


known as Sherman & Marquette, Inc., and will retain the entire person- 
nel as well as accounts heretofore serviced, representing annual billings 


of $3,000,000. 


In addition, the agency has just acquired the account of 


Griesedick Western Brewery Company, Belleville, I). 


oo ae 


Marked by Official Apathy 


Bill Appears Doomed 
Despite Pressure of 
Consumer Groups 


Washington, D. C., Jan. 24— 
Apparently taking a cue from the 
White House, which finds other 


questions of greater immediate mo- 
ment despite the pleas of govern- 
ment consumer bureaus and repre- 
sentatives of women’s organizations, 
the sub-committee of the House 
Interstate and Foreign Commerce 
Committee held somewhat apathetic 
hearings this week on the Boren 
bill, providing for establishment of 
national consumer standards. 
President Roosevelt was un- 
swayed by a procession of advo- 
cates of the bill to the executive 
mansion last week, all beseeching 
that he call a Washington confer- 
ence to map expansion and coordi- 
nation of all government consumer 
activities. Likewise, the Budget 
Bureau has taken no cognizance of 
the proposed national consumer 
standards, indicating that the bill 
will not get far at this session. 


Burden on Manufacturers 


The only member of the sub- 
committee who appears to favor the 


bill is its author, Representative 
Boren. Congressman  Bulwinkle, 
chairman, seems to feel that its 


passage would be merely the open- 
ing wedge for compulsory govern- 
ment standards, and other members 
are equally skeptical as to need for 
such a law. Dr. Lyman J. Briggs, 
director, National Bureau of 
Standards, one of the chief wit- 
nesses heard this week, did not help 
his cause much, since he admitted 
that he was depending on manufac- 
turers to do most of the testing, 
which might relieve the strain on 
the Bureau of Standards. Other 
witnesses quizzed included Daniel 
Douty, secretary, American Council 
of Commercial Laboratories, and 
former member of the Bureau of 
Standards; and Dexter Masters, of 
Consumers’ Union. 

“Any manufacturer who elects to 
label his goods as complying with 
a certain consumer standard,” said 

(Continued on Page 25) 


Birds Eye Exploits 
Effect of Frost 
on Food Prices 


New York, Jan. 25.—A timely 
demonstration of how frosted foods 
can help alleviate the crisis created 
by unseasonable weather and crop 
failures was employed as an adver- 
tising campaign theme this week by 
Frosted Foods Sales Corporation 
with special Birds Eye copy appear- 
ing in newspapers in 40 key cities. 
The sales story was built around 
the freak frigid spell trat has en- 
guifed the South in recent weeks 


Prices Hold Firm 


“Crops ruined! Prices Rise! but. 


' No advance in Birds Eye 
prices!” was the flash headline. 
Spinach, green beans and wax 


beans are the Southern crops af- 
fected. According to a company of- 
ficial, Birds Eye’s ability to maih- 
tain prices arises from the fact that 
its products do not emanate from 


(Continued on Page 28) 
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when it is expected to be function- 


Wholesale Grocers ing in about 150 cities. Neither 


Chicago nor New York will be in- 
cluded in this list, it was under- 


s 
Tell Benefits of aes wholesalers’ reports on 


operation of the plan were those 
given by Ralph E. Kittinger, Des 
|Moines, and W. M. D’Miller, Allen- 
town-Bethlehem, Pa. 


Food Stamp Plan 


Chicago, Jan. 24.—The federal $14,000 Weekly Average 
surplus food stamp plan, one of - : : 
the most significant food merchan-|, Since launching o the plan Aug. 
dising developments of the past | 23 mn Jes BEotnes, Mr. Kittinger ol 
ported, the proportion of those elig- 


year, received an accolade from the ibl h , Sen of h 
National-American Wholesale Gro-|! ©, wno are-u ing me s ays, wae 
|continued to increase until it is 


cers’ Association at that group’s 
annual convention here this week. | \’ : 

The wholesalers, while devoting | #0" that the project has won con- 
considerable attention to develop- | Sumer as well “oe trade acceptance. 
ments in resale price and minimum | Total value of blue stamps cur- 
markup legislation, gave over a | rently being used in Des Moines 
complete session to the food stamp —— $14,000 per week. 
plan. Milo S. Perkins, president of | As this new money turns many 
the Federal Surplus Commodities | UES in the community, Mr. Kit- 
Corporation, discussed its working | Unger commented, it benefits di- 
from the government’s point of rectly distributors on all levels of 
view, and several wholesale grocers |'004 distribution, and _ indirectly, 
offered testimony as to its success-|¢Very other type of business. 
ful operation in their Sdys All Sales Gain 
territories. 

It was also stressed, however, While none of the reports com- 
that the plan is not and will not be| mented upon the effect the plan 


respective 


designed as a permanent measure|may have had upon advertised 
and that the limit of its operations! brands as compared with private 
may be achieved by next summer brands, Mr. D’Miller emphasized 


ADVERTISING AGE 


that, in his experiences at least, it 
had also served to increase sales to 
customers not using the plan. 
This, he believed, was due to the 
increased turnover made _ possible 


j|by the plan and a consequent small 


reduction in general price levels. 
Operation of the plan in the Allen- 
town-Bethlehem area began Nov. 6. 


|From that time until Dec. 31, $51,- 


jamount dealt out in 


132 was distributed in food stamps, 
with $17,044 representing the 
blue or free 


| stamps. 


now near the maximum, an indica- | 


A vigorous plea for intensified 
action by both wholesalers and re- 
tailers in agitation for loss leader 
laws was made by Sylvan L. Stix, | 
chairman of the association’s com- 
mittee on such legislation. 


Markup Legislation Compulsory 


Current lack of consumer and 
distributor demand for products, 
Mr. Stix said, is due to the wave of 
buying which took place at the out- 
break of the war. This lack of de- 
mand has served to start another 
era of price cutting all loss leader 
selling which “makes all past rec- 
ords look insignificant,” according 
to Mr. Stix. 

He also emphasized the variant | 
functions of fair trade and _ loss 
leader laws. The former, he said, 
may be helpful to cigar, cigarette, 


uring 1939 


THE HOUSTON CHRONICLE 


R. W. McCarthy 
Manager National Advertising 
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IT'S A NATURAL 


Gerber Baby and 
Mama Draw New 
Promotion Chores 


Fremont, Mich., Jan. 25. —The 
Gerber baby, one of advertj 
best known infants, has been given 
| additional promotion chores by Ger. 
ber Products Company in conn 
tion with the launching of a ney 
line of junior foods, scheduled fo» 
promotion along with the genera) 
Gerber line of baby foods. 

Copy will appear in a wide }ic 
of women’s magazines and medic.) 
papers. Direct mail has also been 
}enlisted to reach mothers already 
|familiar with Gerber products, »nq 
|new display material has been 
| pared for retailers. The comp; 


THE GRAND OLD DRINK OF THE SOUTH 
An American Specialty... not a 
whiskey, but 100 Proof...Some like 
it straight...some, in a highball 
-..oOr—try itina 
SCARLETT O'HARA COCKTAIL 

but no more than 2, lest you be 
GONE WITH THE WIND 


SOUTHERN 


COMFORT |decision to expand its line stems 
| from the current practice ng 
B.C. WILLIAMS & CO., Inc. | doctors to take babies off a strained 


ys 7 istri 4, & | i‘ 
a om thea . |} food diet earlier than heretof: 


ae Eight Varieties 
Southern Comfort, known as the ‘grand 
old drink of the South,” finds the popu- 
larity of “Gone With the Wind" a timely 
opportunity for a profitable tieup. News- 
paper copy of this kind is to appear 
in conjunction with local premieres of 

the picture. 


Personalized copy bears thx g 
nature of Mrs. Dan Gerbe: 0 
discusses the preparation of foods 
for youngsters. “My first baby rea}, 
gave us the idea for all this,” Mrs 
Gerber writes. “I’m mighty proud 
of that! And though the business 
drug and cosmetic distributors, but/that has since supplied millions of 


have little value in the grocery | ‘Gerber Babies’ has now become » 
trade. | industry, it’s still a personal joy to 

Resale price legislation,” he|}me, What a blessing it is to know 
commented, “can be favorably| that we can give our babies food 
used to supplement minimum | that’s as pure, wholesome and nour- 


markup legislation in fields where| ishing as even we mothers could 
the minimum markup legislation 
represents insufficient protection. 
“Markup legislation, however, is 
much more important because it is | 
compulsory instead of being per- 
missive and because it covers the | few weeks to three or four vears of 
entire field, applying not only to age. Federal Advertising ‘Agency. 
proprietary products, but to all New York, handles the account. — 
kinds of bulk and unbranded goods 
as well. These latter items repre- 


sent some 85 per cent of the retail | Ben-Burk Adds Happ 


grocer’s volume.” : 
Lewis H. Happ, formerly adver- 


desire!” 

The “junior” foods, which come 
in eight varieties, are rougher than 
the strained products and are de- 
signed for children ranging from a 


" : tising manager of William Jameson 
McC-E Adds Jones |& Co., New York, and previously 
Rufus H. Jones, formerly with| with Pedlar & Ryan, New York, 


Doremus & Co., New York, has |has been named assistant advertis- 
joined the service department of|ing manager of Ben-Burk, Inc. 
McCann-Erickson, New York. New York. 


The Branham Company 
National Representatives 


( bohids 


“Please present our compl 

ments to the editor of DUNS 

REVIEW which is the most val" 
| able of all trade and commercia! 

journals that reach our office and 
the only one that we preset 
| and will have bound for each 
| ee 


| Letter from president-reader 
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HE 50,000 watts power of KWKH 

is a time-proven “open sesame” to 
the enormous treasures that constitute 
the greater Shreveport market. 


Within this greater Shreveport market 
there are natural resources that the 
world over has failed to equal. 


ee eve 
~ SHREVEPORT MARKET 


ae eee 
’ FL 
vo: S82 ween 


KWKH has become the voice of 
successful advertisers reaching over 
3,000,000 people who]}dwell within 
its service territory . . . More people 
than live within the entire state of 


Louisiana. 


50,000 WATTS 


SHREVEPORT 


MEMBER OF THE TRI-STATE NETWORK 
e@ KARK—LITTLE ROCK 
KWKH—SHREVEPORT—KTBS 


WMC—MEMPHIS 


COLUMBIA REPRESENTED 
BROADCASTING BY THE 
SYSTEM BRANHAM Co. 


A SHREVEPORT TIMES STATION 


LOUISIANA 
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— | 4 Ly 7 mx as these may reach the ears 
‘of a motorist from his car radio: 
+ “This is automobile radio beacon 
e 25A. You are now in Long Island 
City. Slow down to 25 miles an 


As Million-Dollar Snows in KFH AIREA Boom Wheat Crop Outlook 
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of more than 100 cities East of the 
Rockies, over 30 metropolitan ra- 
dio stations 1n the form of spot an- 
nouncements, and in_ specialized 
publications such as Dog World. 


Wilson Campaign 
Built fo Expand 
Dog Food Market 


(Picture on Page 29) 
Chicago, Jan. 24.—Though 
spicuous because it is heralded as| buyer it 


|the high quality of “the seven- 
course meal,” 
energize the premium offer which, 
beginning its fourth year, is cred- 


ited with 


represents a plus value. 


“the most complete dog food cam-|The premiums receive only inci- 
paign ever produced,” 1940 adver- | dental mention in the copy. 
tising of Ideal dog food, product of | Points of sale, however, are be- 


Wilson & Co., Chicago packer, will | ing provided with a premium cata- 
also rank as one of the most con-|log dispenser which, while it util- 
structive, seeking to enlarge the |izes the illustration of mother and 
market by inducing the public to/son in loving embrace, used in pub- 
buy canine pets. | lication copy, bears an entirely dif- 

Human interest photographs by | ferent caption: “Let’s feed Skippy 
Valentine Sarra, Chicago photo-|Ideal, Mommy.” Below this are 
grapher, will carry such captions..spaces for display of the Ideal can 
as “And thanks, Mommy, for little) and a supply of catalogs, with the 


much of the success of | 
con-|the product, because to the average | 


It will hammer, as in the past, at| 


thus continuing to! 


Skippy” and “A boy and his dog—|ifvitation, “Take one.” 
and high adventure.” The cam- To Facilitate Possession 
paign, which bows in the Jan. 29 
issue of Time, is keyed to this mo- 


Nationally advertised 


{promotion in 
products | United States Advertising Corpora- 


~ “CONCISE —CONSTRUCTIVE—COMPLETE” 


These are but a few of the adjectives that have greeted 
ADVERTISING AGE’S presentation of the background of the consumer 
movement in its Jan. 8 issue. Management executives as well as 
advertising leaders agree that the story is required reading for 
every alert business man. 

Despite the fact that all complete copies of the Jan. 8 issue 
have been exhausted, a limited number of reprints of “What About 
the Consumer Movement?” are still available. They may be 
secured at ten cents a copy from ADVERTISING AGE, 100 East Ohio 
street, Chicago. 


of one-fifth of a cent per label, 
provided that at least one-half of 
the total labels required are sent. af 


dled. Redemption is on the same | 
basis as with the public. Promotion Medium 
broadside in color, which repro- | 
duced some of the consumer copy | Traffic En g inee rs, 


The dealer is also cut in on the 
premium deal, receiving ten cc | iff 
in every case of Ideal dog food han- ransmi ers as 

The new campaign was merchan- 
dised to the trade through a huge 
and discussed other aspects of the | 

editorial axtisies. | Admen Study Applica- 

tions for Future 


tif, asserting that a boy first learns are featured in the catalog. Wilson tion, Chicago, handles the Wilson 


the true meaning of friendship and encourages buyers of Ideal 
loyalty from the comradeship of | food to use both labels and cash | 
his dog. | to obtain desired premiums. 
angle is explained as follows in the 


Utilize All Media catalog: “Wilson & Co. will accept 


Ideal dog food advertising will cash to make up a shortage in the quarters in the County Bank build- 


also appear in Life, in newspapers | total label requirement at the rate 


NICE XMAS GIFT to Kansas Farmers was this blanket of 
literal wealth which covered the rich KFH AIREA 8 to 12 
inches deep. Prospects of a wheat crop took on a bright 
and promising glow: and now the outlook is still better, 


dog | | account. 


This Reynolds Moves 


New York, Jan. 24.—Use of road- 
side radio transmitters as an aid to 
the solution of traffic safety prob- 
lems, already successfully demon- 
strated on an experimental scale, 
may also mark the inception of a 
new advertising medium, it was 
learned by ADVERTISING AGE here 
today. 

A few 


Frank J. Reynolds & Staff, agency 
of Cambridge, Mass., has taken new 


ing, Central Square. 


years hence, some such 


hour and light up a Goodsmoke 
cigarette. Stop at next station on 
your right for a tankful of Excelsior 
gas. There is a traffic jam on 
Queensboro Bridge. Turn right to 
Triboro Bridge for fastest route to 
Manhattan. Dr. Peter Prince please 
call Bellevue Hospital. This is au- 
‘ | tomobile radio beacon 25A.” 
’ 4 of Little has been said of the adver- 
| tising implications of roadside 
‘transmitters, but advertising men 
who have investigated the new de- 
7! = | velopment in traffic engineering are 
/enthusiastic about its possibilities 
as a promotion medium. 


_—_ 


See Roadside Radio 


| Research and his leadership of the 
| Traffic Audit Bureau which a 
| nishes statistical information for th 
|outdoor advertising field, has om 
|active in experiments with what he 
has suggested be called the “traffic 
vox.” 

The development of a “robot po- 
liceman” employing radio broadcast- 
ing has been going on for some 
time. William S. Halstead, New 
York communications engineer, has 
developed the system in collabora- 
tion with S. K. Wolf, acoustic con- 
sultant, with the assistance of th; 
Yale bureau. Mr. Halstead ha 
demonstrated his system to numer- 
ous traffic experts and a few adver- 
tisers who might be expected to 
use the new medium when avail- 
able. Gasoline companies are said 
to have expressed great interest 
/Wave length used for tests in this 
'area has been 550 kilocycles. 


Look to Special Receivers 


| Stripped of its technical details, 
the system consists of a series of 
small transmitting units located at 
regular intervals along main high- 
ways. Through a magnetic tape 
recording developed by Mr. Wolf, 
traffic bulletins or messages of any 
sort can be continuously broadcast 
to be picked up by motorists on 
their car radios. Eventually, sepa- 
rate small radio receiving sets 
which will pick up nothing but the 
roadside broadcasts are expected to 
be marketed. Mr. Halstead said 
that this would be comparatively, 
simple, and such sets could be made 
available for as little as $5. 

Although scant mention will be 
made of its advertising implications, 
Dr. O. H. Caldwell, editor of Radio 
Today, planned to devote his “Magic 
Waves” program over the Nationa! 
Broadcasting Company to the de- 
velopment this week. 

Dr. Caldwell planned an _ inter- 
view with Dr. McClintock on the 
system, stressing its uses in solving 
traffic problems. Dr. Caldwell 
pointed out, however, the possibil- 
ity that outdoor advertising may 
give way to the new medium and 
that “far-sighted advertising peopl 
will cooperate with local authorities 
in providing a new form of public 
service for motorists.” 

Another possibility to be expected 
if this development is ever put to 
practical use on a national basis is 
that laws might be enacted requir- 
ing automobiles to be equipped with 
radios to receive safety messages 


* McClintock Experiments 
Dr. Miller McClintock, whose in- 
. a . terest stems from two sources in 
‘ - view of his connection with the 
} Yale Foundation for Street Traffic 
= —————— —— —————— — ——— 
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with moisture continuing to fall far into January. 
here means money to spend fer what vou have to sell, and 


you can sell it over KFH. 


Moisture 
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JUNE, 1940, will find com- 
bines reaping the harvest now 
virtually assured by heavy 
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when you're in PRACTICAL 


,000 builders a month 
PRACTICAL BUILDER 


INDUSTRIAL PUBLICATIONS, Inc. 


59 E. Van Buren 


BUILDER 
... and “clocking” 


Published by 


CHICAGO 


snowfalls in the nation’s bread- 


basket. Why not begin your 
schedule now on KFH. to 
reach the most people for the _ 
least money. In this primary 
AIREA 292,421 of the radio 
homes, with above average in-| 
comes, are potential KFH lis- 
teners. Call an Edward Petry 
& Co. office for full informa- 
tion about THAT SELLING, 
STATION FOR KANSAS, 


— er — \ 


. 
TOPEKRe 


> 


K ANS AS 

wichita = | 

} . . . i 

Pe eee ew ee ee ee ow Poanees cat * bamoand 
ry ‘ . c oa 

j OKLAHOMA |} 


Cia 


ee 
Dtocis 


a The Only Full-Time CBS Station in Kansas 


AFA 


WICHITA 


CALL ANY EDWARD PETRY OFFICE 


Norman Bel Geddes — 


SEE PAGE 10 
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January 29, 1940 ADVERTISING AGE 5 


The Copy Fairly Sang ... like Jennie Lind at a command The Headline Really Shouted ... like Clem McCarthy at a 
performance! Every word and every line of it straight from the world’s championship fight! Well balanced ...just enough curiosity 
heart. The kind of copy that makes people buy and buy! value ... and just the right size to make people stop, look and “listen.” 


The Artwork Reached Right Out and Grabbed the Reader But It Didn’t Ring the Bell. . . which was a minor 
... like a G-man on the trail of Public Enemy No. 1. The art work in this tragedy for the artist and copy writer ...and a major disaster 
4x15 deserved a place in the Louvre—the sort of thing that would have made for the advertiser who paid the bill! For—horribile dictu!—the 
Rembrandt turn his head for a second look. ad appeared in the wrong newspaper! 


CA na what makes a newspaper “right” or “wrong” from an advertiser's 
standpoint? Simply the people who read it . . . and how, and where, and 
when. The Los Angeles Times is read by Southern California’s largest 
family audience—in their homes—where shopping lists and buying de- 
cisions are made! (West’s largest morning circulation; more than 85 per 
cent carrier delivered.) That’s why Times 1939 advertising topped the near- 
est local score by over three million lines . . . and why a 4x15 or even its little 
brother, a 1x3, rings the bell in the Los Angeles Times. 


REPRESENTED BY WILLIAMS. LAWRENCE AND CRESMER 
NEW YORK. CHICAGO. DETROIT, SAN FRANCISCO 
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| ciation; Mrs. Katherine Van Aiken 
| Burns, University of Illinois; Ber- 
| nice Dodge, Household Finance 
llr and Mrs. Ursula Bach- 
elor Stone, president, Hyde Park 
League of Women Voters, Chicago. 

Others on the program were H. D. 
Valentine, sales promotion man- 
ager, People’s Gas Light & Coke 


Scrutinized by 
* 
Economics Experts ont 
Company; Donald R. G. Cowan, of 
Swift & Co., and president, Ameri- 


Business Women Hear can Marketing Association; and 
of Progress in Stand- George Ss. McMillan, Association of 


d | National Advertisers. 
ards Deve opment Advocate of Standards 
(Additional consumer 


The National 
Pages 1 and 25) Council has 


Consumer Problem | 


news on Consumer-Retailer 


issued a_ preliminary 


Chicago, Jan. 23.—How to meet| platform in an effort to crystallize 
the new demands of the consumer|the consumer problem, Mrs. Hewe 
engrossed the Home _ Economics|reported. The report goes unequiv- 


Women in Business at their third 
mid-year meeting here last week- 
end. The topic was given consider- 
ation almost to the exclusion of 
others. The discussion of consum- 
er education was highlighted by 
addresses by Mrs. Harriet Howe, 
American Home Economics Asso- 


ocally on record in favor of the 
establishment of standards for con- 
sumer goods, as provided in the 
Boren bill, now before a Congres- 
sional committee. The chief prem- 
ise set forth in the lengthy docu- 
ment is that standard weights and 
measures have become an accepted 


do you make this mistake 


medium. 


$$$ It gives you, 
more readers who are active management- 
executives of industrial corporations with 
assets of over $1,000,000 than any other 


part of the national economy, but) 


that this effort to protect the 
consumer is meaningless, unless it | 
is correlated with quality, the| 


missing dimension. 

The National Consumer-Retail 
Council is made up of the National 
Retail Dry Goods Association, Na- 
tional Association of Better Busi- 
ness Bureaus, American Retail | 
Federation, National Association of | 
Food Chains, American Association 
of University Women, General Fed- 
eration of Women’s Clubs and 
American Home Economics Associ- 
ation. 

Mrs. Burns took the home econ- | 
omists to task for being “too far, 
from the facts.” The crying need, | 
she asserted, is for lower costs} 
through elimination of all “gadgets.” 
She was equally critical of the re- 
tailer, who, she asserted, is ignorant 
of current trends. 

Miss Dodge, chairman of a com- 
mittee which is appraising the edu- 
cational efforts of members, said 
there is a dearth of such material, 
and that available tends to be dull. 


per advertising dollar, 


———— 


~ CHAIN STORE ACTIVITY IN- KEY FIELDS 


CARRIED ON 
BY INDEPENDENTS 


BY CHAIN STORES 


6 
Amos 
STORES 


ih 


Ere 


er a 
WITH MEA 


s0606 Conde 
COMO COR? 


Each store represents 10 per cent of all stores 
Each dollar bill represents 10 per cent of net sales 


PICTORIAL STATISTICS, INC FOR PUBLIC AFFAIRS COMMITTEE, INC. 


A new eee is offered educa- 
tional films, she said, since schools 
are rapidly installing sound eqip- 
ment. 

Mrs. Stone, rounding out the dis- 
cussion of the consumer movement, 
said it had its inception in the real- | 
ization of a large majority of home- 

makers that they are doing a poor | 
job. The consumer usually finds it | 
impossible to get intelligent advice | 
from retail sales folk and manu- 
facturers are not much more help- 
ful, according to Mrs. Stone. Those 
who indulge in prolonged technical 
discussions in their advertising or 
promotion material are missing the 
mark because the average consumer 


doesn’t know what they are talking 
about. She named Household Fin- 
ance Corporation as one of the few 
translating technical jargon into 
brief, understandable language. 

It was announced that in addition 
to the Consumers’ Day to be spon- 
sored by the Women’s Advertising 
Club of Chicago Feb. 2, the Women’s 
Advertising Club of New York will 
hold such a gathering Feb. 21, and 
the Milwaukee Home Economics 
Club March 5. 

Mr. Cowan said that demand is 
so volatile that no company com- 
mittee is now qualified to make 
comparative tests of a product. Di- 
rect testing, in which two unlabeled 
cans, for example, are offered to a 
housewife, is the newest develop- 


$$$ With 86 per cent of its subscribers | 


reading it in their offices, it is the one na- 


tional publication that merchandises for 


in advertising? ~« 


Even in this day of scientific selling, many 
advertisers who sell to business executives 


neglect merchandising. 


$$$ They advertise in executive publi- Nil 
cations that are read at home. There they 
stop. Either they don’t think of merchan- 


dising, or they mark it X ** 


z 


to save money.” 


$$$ Result is a large part of their adver- 
Good 


media and good copy fail to produce as 


tising expenditure goes to waste. 


they should. 


$$$ To reclaim or prevent this waste, use 
The Wall Street Journal. 


it 3 5 i 
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* ‘ BY x f Yr os Nis 
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It takes your advertisement, your 
selling story, to executives at their desks, 


where they buy and you must sell. 


WALL STREET JOURNAL 


MANAGEMENT 
EXECUTIVES 


at pit of sle 4 


ment in research, he said. 


| “Buffalo New Times” Bows 


The Buffalo New Times will be- 
gin publication in the evening field 
of that city Feb. 26. The newspaper 
is manned largely by the same staff 
which published the old Buffalo 
Times. 

Prudden, King & Prudden, Inc., 
has been appointed national adver- 
tising representative. 


advertisers who has succeeded in| 


Norman Bel Geddes 


To demonstrate the comparative importance of chain stores and independents 
in four fields, representing '8 per cent of the nation's retail trade, the Institute 
for Consumer Education offers this pam, based on 1935 data. 


feeel Bitocks « on 


Business, Chrysler 
Ad Chief Urges 


(Continued from Page 1) 


‘a new committee composed prin- 
cipally of the market research and 
statistical men of advertising agen- 
cies, whose job should be the de- 
sign of a plan to arouse business 
to the danger of continuing sub- 


versive activities through well 

intended but subtly directed citi- 

zens’ movements.” 

Educational Copy to 

Appear in Michigan 
Detroit, Mich., Jan. 25.—The 

Michigan State Press Association 


has started an educational activity 
which is attracting widespread at- 
tention, including the publication 
of a series of 52 advertisements on 
advertising in every daily newspa- 
per in the state. 

The series, which was suggested 
by the Detroit Adcraft Club is 
being produced by H. O. Ward, di- 
rector of sales promotion and adver- 
tising of the export division of the 
Chrysler Corporation, and president 
of the club, has an unusual copy 
slant, being built around the small 
business man who is using adver- 
tising or is selling advertised prod- 
ucts. Local names and addresses 
are used wherever the newspaper 
publisher can establish this tie-up. 

The Women’s Advertising Club 
of Detroit has established a speak- 
ers’ bureau which is filling dates 
with women’s clubs and other or- 
ganizations of consumers, for the 
purpose of giving them the facts 
regarding the part which advertis- 
ing plays in speeding distribution, 
improving quality and _ lowering 
costs. 


SEE PAGE 10 
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IN ADVERTISING rotogravure offers 
a combination of power and flex- 
ibility no less unique, no less ser- 


viceable than the fire tug’s. 


By using individual rotogravure sec- 
tions you can concentrate an intensive and tremendously 
powerful stream of sales messages on any single city, area, 
or zone where special efforts are indicated—or by using low 
cost groups you blanket the nation so thoroughly that you 
will cover almost two out of three English speaking homes. 

Moreover, in the case of rotogravure, coverage means 


not printed messages but read messages. For surveys made 


made Flexible... 


ic or Rotogravure | 


@ Modern fire tugs are equipped to do two jobs: they can throw 


terrifically powerful streams of water on the spot from which a fire ts 


spreading or envelop an entire area in a cloud of saturating moisture 


according to the Gallup method prove rotogravure to be 
one medium whose advertising pages are noted by more 
than 80% of their totol potential audience. 

What happens to advertisers who make use of rotograv- 
ure's power, flexibility, and reader interest is shown through 
case studies on the following page. For the experiences 
advertisers in your own field have had with rotogravure, 
write Kimberly-Clark. Because in addition to manufacturing 
Rotoplate, Kleerfect, and Hyfect—three of the most widely 
accepted rotogravure papers—Kimberly-Clark maintains a 
research and a statistical bureau to serve publishers and 


advertisers. The Kimberly-Clark Corporation, 8 South Mich- 


igan Avenue, Chicago, Illinois 


Tremendous Power 
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“The enthusiasm with which this (rotogravure 


Ke 


advertising) is received by our branches and 
the number of returns definitely traceable to 
it speak highly of the effectiveness of rotogra- 
vure and is indicative of its tremendous reader 


interest.” 


spe ee Mae 5 a sats bh 
De ; 


‘sm WILLIAMS 
OIL-O-MATIC 


“We selected rotogravure because we believe 
it is the most thoroughly read part of the Sun- 
day paper and because its ideal flexibility 
provides 97% coverage of the 14-State Heat- 


ing Demand Territory.” 


Home Furnishing Manufacturers 


A&M 
Karagheusian, Inc. 


“This is the ninth successive year in which we 
have used rotogravure exclusively. We believe 
it has every advantage both of a magazine 
and newspaper, high visibility, beautiful re- 
production of detail, plus the chance to pick 
the most productive territories and pound them 
hard at the most effective time.” 
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f 


/\ > 


STEINWAY 


“Steinway and Sons use rotogravure for three 
reasons.” 

“First, the rotogravure section is one of the 
best read sections of the newspapers. 

“Second, rotogravure gives the opportunity 
to do the artistic presentation so necessary 
with a quality product. 

“Third, the rotogravure section comes into 
the home when the entire family is there and 


gives the opportunity for discussion.” 
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Established 187 


NEW YORK 
122 East 42nd Street 510 West Sixth Street 


— 


LOS ANGELES 


2 © Neenah, Wisconsin * 67 Years of Service 


CHICAGO 
8 South Michigan Avenue 
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January 29, 1940 ADVERTISING AGE 


a JOINS PORK PARADE Coasts Gennete* “Coke” ‘Garfinkel Gets Horne Names Houck 
Frigidaire Plans 


Broader Appeals 
in 1940 Campaign 


Features Common to| iim feched Ready to Eat 
All Models Stressed eo 
in New Strategy 


INTRO ING THE NEW United States District Courts in El Dorado Account George T. Horne Company, Roa- 
California and Virginia recently ie =r feos noke, Va., manufacturer of women’s 
vs rendered decisions in separate cases | ©! Dorado Oil Works, San Fran- | 


j|hats, has appointed Houck & Co., 
cisco, producer o yrado coco ? 
}on the same day, establishing the ¥ produc r of - Horado cocoa | Roanoke, as advertising counsel. 
pore We : ; . «tenia | nut and linseed meal, has placed its 
principle that the words, “coke” | ~~" a ~<A eee Women’s fashion magazines, direct 
e- 5 1 enw! account with Sidney Garfinkel Ad- 
and “koke” are popular abbrevia- |‘ 0". a ibe sd mail and point-of-sale display will 
vertising Agency, San Francisco. : 
tions of Coca-Cola, and apply only “sai ; ee : | be used, 
| to that beverage. Farm papers, radio and direct | 
mail will be used. | 
| 


— Grah ins Client 
Names Huber Hoge raham Joins Clien 


“ ’ . ” Alfred N. Graham, who has han- 
| Grocery Store Products Company, To “Holland's Magazine dled advertising of the Worcester 
New York, has appointed Huber Paul J. Senft, formerly with Sta- | Cooperative Federal Savings and 
Hoge & Sons, New York, to direct | tion WQXR, New York, has joined | Loan Association, Worcester, Mass., 
advertising of Cream of Rice, which| the New York advertising office of |for ten years, has closed the Gra- 


Service to join 


is now being promoted on three! Holland’s Magazine and Farm and|ham Advertising 
that organization 


New York, Jan. 25.—Making an 
effort to gear its copy to the average 
buying power of readers, Frigidaire | 
Corporation will highlight features | 

mmon to all its 1940 refrigerators 

the campaign breaking in the 

21 issue of The Saturday Eve- 

ng Post. This means that copy | 
extolling the Cold Wall Frigidaire, | 
ich received the bulk of the com- 


local radio stations. | Ranch. 


SUCED TANG AND FRENCH Faics 
x 


nit’s” 


It's tender. it's tantalizing. its TANG . . . Cudahy's del 
pany’s 1939 advertising, will be png | 4m  iecelmegaaaaaiaaiaardiaaaaas |g 
mited to such magazines as House Gee an eS SS % 
& Garden, House Beautiful and porincenf nthescon Us 
National Geographic. tom sheice cus of selones B 
* tty, 
In contrast, the Post copy, taking ° Giiis uae Gar Oe Y 4 
F ° | makes « “hi” with young iy. A 
e form of a color spread, will list | on4 oid. We ccesemicel we Z ‘ 
such conveniences as “Quickcube”’ A amt Z 
. | Enjoy TANG today! “iy 
ce trays, fruit and vegetable hy- | Yj 


draters, chromium shelves, a large | TANG Is another quality product 
meat compartment, one-piece stee] | * M Sataty Packing Company 
construction and an improved “Me- 
ter-Miser” freezing unit, for which ‘ ; 
even more economical operation| 79. Cudahy Packing Company's en- 
t 


han heretofore is claimed. trant in the specialty meat arena, made i 
its debut in newspapers last week. It ¥i 
Other Promotion Plans will shortly be joined by Mor, new 


duct of Wilson & Co. 
Newspaper advertising, like that __ ees pica - 


in magazines, will appear somewhat 
earlier than usual this year, featur- 


‘ ° 

ing dealers’ announcements of local 48% Increase in 
showings of the line. Believing that 

ihe rural market has assumed new Budget for Early 
importance because of the spread C 
of electrification, Frigidaire will Pontiac ampaign — 
appeal to that stratum through) (Picture on Page 29) || 
The Country Gentleman, Electricity | Detroit, Jan. 25.— Pontiac Motor g 
on the Farm and Farm Journal and} 15.557 — spend 48 ner pad 
Farmer's Wife. A national poster more on advertising during January 
campaign, featuring the slogan used and February than was spent during 

in other forms of promotion, “Buy like period ‘of 1939 F_ A. Berend 

ae’ davies ~~ & panes. advertising manager, announced| 77 

Experience of the General Motors eadhey | & 
division with movie trailer adver- iain magazines ett 
tisi ast year apparently wa tei GN aati. gg da 
aa rh ek oe ae po and direct mail will intensify the | 
pate a eel i. this form of |CO™Prehensive campaign launched 
piscine . at gj i » 

ag yg not only for refrigera- alg seca ag lg eg pres 
tors 2 é 2s. Short]? ~~" ‘ - . 

red — bo Bago Ae — largest fourth quarter in the com- 
die Harmony.” will demonstrate | P@"Y’s history, the two months cam- And Ou i a 
the large amount and variety of paign is the biggest for that period 


, apr - |S ince openi of > model year was 
foods held by a Frigidaire, while since opening of the model 3 


oS 


RASA 


shif ae lane 2 ° ce ° 
another, “Look to the Leader,” will <9 to psoas a aiaialeiian , V rtisin 1 
endeavor to capitalize on the com- - wd bgt: <i rl agg nociny ats Wi you a 14 
pany’s acknowledged pre-eminence anuary - Feoruary has cen in- 


in the refrigerator field in the sale creased 89 per cent over 1939, while 

of ranges the magazine budget has increased 

: is 15.5 per cent. Newspaper advertis- 

New Range Features ing will constitute 61 per cent of the | T A Pp M A P é f S 
Apparently confident of its ability|tWo month budget. Magazines| 

to maintain its leadership in re-| Will account for 22 per cent and 

frigerator volume, Frigidaire wil] |OUtdoor 16 per cent. Newspapers 

devote much more attention to the] Will carry the bulk of the schedule 

rapidly expanding range business.| With copy ranging in size from 35 


e ” 
Two new models have been added|to 70 inches running in over 2,000 because TL] the 3 ke nidwest States » 
to its line, one being priced at the|"€wspapers in more than 1,500; @@@ eee aad 
low figure of $129.75. Improvements | Cities. 

include extension of “Thrifto-matic” Pontiac has also resumed farm 

control to additional models, aj Paper advertising, decided upon be- — 
“Cook-Master” time control which | Cause increasing income in agricul- Farmers pay TWICE as much per subscription for 


allows the housewife to do her|tural areas makes the farmer a their Midwest Farm Paper as they pay for the 
cooking while she plays bridge, and|™ore important sales factor than he 


ional farm r—and there are... 
‘Simpli-matic” oven  control| has been in several years average Nation —— 
vhich aids the cake baker. Lord & Magazine copy featuring the 
Thomas handles the account Pontiac Torpedo eight line will em- 
phasize the acceptance of this lux- 
: ° ° jury car by America’s distinguished 
Financial Advertisers |families. Already being released 
Re-elect Bame ,to a selected list of class publica- 
Joseph Bame, advertising man- tions, these advertisements feature : 
age Fa National Bank full color Kodachrome treatment. farm subscribers to the Midwest Farm 


ind Trust Company, has been re-|Semi-testimonial in nature, this 


Papers, for every . mg 
elected president of the New York| series thus far has shown the Tor- ae? 
Financial Advertisers. pedo eights owned by Powell Cabot wit AS MANY se 

Other officers are: Dudley L. Par-| of Boston, Nicholas Biddle of Phila- “ Ay 
— New York Trust Company,|delphia and Donald Douglas, air- 


. ice-president; Merrill Ander-| craft designer and manufacturer. 
‘on, Merrill Anderson Company, 


Pn = - | Approximately 5,000 billboards in 
cond vice-president; James Ras- my! ‘ 
covar 2nd. Albert Frank-Guenther|°' "ear 400 cities soon will carry 
ay ecretary; and Charles P. Sea-| new and colorful 24 sheet Pontiac 
man, Brooklyn Savings Bank, treas- | posters. This will carry a local 
weet : |message particularly applicable to 
ameewaeae asp |the state in which the board is 
Anglo Date to LeQuatte  _ located 
hh, man Thurlow Sales Company, 
‘€w York, has appointed H. B.| 
“uatte, New York, to direct pro- Gets Payne Furnace 
n of its Anglo cream of date Gerth - Knollin Advertising 
te syrup. Both products were | Agency, Los Angeles, has been ap- 


5 SELL TWICE gy mig? 


farm subscriber to the average National 7 
farm paper. 


In fact, advertisers can reach more actual mid- 
west farms with the Midwest Farm Papers alone 
than with all National farm papers combined. 


and d 


introduced at the New York World’s | pointed to direct advertising of the} THE MI Ip WES T FA RM PAPER s 

Pair last year. Consumer advertis- | Payne Furnace & Supply Company, | 

ng will follow trade advertising | Beverly Hills, Cal., manufacturer of 
| heating appliances 


he; CHICAGO-6N Mic higan NEW YORK - 250 Park Ave DETROIT. New Center Bidg SAN FRANCISCO. Russ Bidg 
‘ing used at present 
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10 
and Alexander McFeggans, of 
Joshua B. Powers, Inc., who spoke 
about South Africa and Australia. 


5 
Export Advertisers 
Mr. Bohan, after reviewing re- 
Must Bend the Knee s°.2! vets: 


pointing out that “advertising con- 


trol is not a hardship to honest 
{1} opy ogu S$ business men,” told of specific con- 
ditions which export advertisers 
must meet in major Latin American 


Censorship Rules Vary markets. 
Widely Over the Face = Argentine Strict, Brazil Lax 
of the Globe Argentina is very strict, he said. 


Many laws regulate advertising 
New York, Jan. 23.—A growing| copy, the most recent having been 
trend toward censorship of copy|enacted last December. A statute 
placed by American advertisers in | passed in 1937 requires that all ad- 
export markets, particularly in| vertising of children’s products be 
Latin America, was noted here last} submitted in advance to a health 
week at a meeting of the Export| board. 
Advertising Association. The group Brazil has no advertising control 
voted to appoint a committee to in-|as such. Mr. Bohan pointed out, 
vestigate the problem. | however, that there is a trend in 
Speakers at the meeting were| that direction. This was shown two 
Joseph D. Bohan, general sales | months ago when the chief of police 
manager of the Centaur Company,| of Rio de Janeiro entered a decree 
who discussed copy censorship in| which stopped all drug advertising. 
Latin America; Earl T. Russell,| Enforcement of this decree lasted 
vice-president of National Export| only 24 hours. On Jan. 4, it was 
Advertising Service, who described reported, the Rio police chief sent 
conditions in India and the Far East, | censors to local radio stations to ex- 
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amine drug commercials. The re- 
sult of this step, Mr. Bohan said, 
was that 50 per cent of the drug ad- 
vertising was banned by the censors 
and the remainder was forced off 
the air by the stations which were 
frightened by the ruling. 


Medical O. K. in Costa Rica 


Authorities in Chile are ‘“‘tough,” 
the speaker said. All copy must be 
submitted to a health board. Claims 
on labels are restricted drastically, 
and other advertising is limited to 
label claims. In Costa Rica, a med- 
ical authority scans all copy. 

Cuba enacted a stringent law two 
years ago, but its effect was nulli- 
fied immediately after passage due 
to the signing of a reciprocal trade 
pact between that country and the 
United States. Copy in Cuba is 
limited to claims on labels, however. 


Ecuador Law Mystifies 


In Ecuador, the advertising con- 


| trol law is so complicated that no- 


body can understand it—not even 
those responsible for its enforce- 
ment. Hence, pending clarification, 
the law is not being enforced. The 


| Panama law was characterized by 


Mr. Bohan as “not bad,” but false 


Announces 


of 


for 


COLLIER’S 


THE CROWELL-COLLIER PUBLISHING COMPANY 


the exclusive employment in the magazine field 


+ NORMAN BEL GEDDES + 


THE AMERICAN MAGAZINE 


WOMAN'S HOME COMPANION 


THOMAS H. BECK, 


President 


| bers. 
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EXPORT COPY HIT BY CENSOR'S PENCIL 


COV a dy 


Sueves—pero no grasosos,; Vivos— pero no muy pintedos 


"! oo es un lépiz Gnico en su combinades de varios ldpices, y un en- 

géoero, porque usted lo gradéas canto més: aspecto de jnaturalidad! 

su gusto, de acuerdo con su propio Mo hey atractivo mayor, ai que més 

colonde realce su personalidad. .juse Tangee! 
Pasdndolo ligeramente es rosa, re- Para armonia ecta, use también 

pasdndolo, da hasta un grana encen- colorete Tangee y Polvo facial Tangee 

dido. Y si ein quiere matiz mé 

intenso, hey Tangee Theatrical 

Ambos susvizan porque son « base 1 Lapis de Més Fame 

de “‘cold-cream”. | Y prestan encanta 

dor aspecto de naturalided! En Tangee 

usted consigue todas les cualidades fVITA & ASPECTO muy Pertao0 

“00 ee ee 


P Prep Ne tee 


pasindolo, da hasta un grana encen- 
d@ido. Y si adm quiere matiz més 
intenso, hay Tangee Theatrical. Eo 


TABLOS 272." 


Suaves—pero no grasosos,; Vivos—pero no pintado: 


'ANGEE no pinta — porque n0 es = Tamgee encuentra todas las Cuahbds 
pantura Tangee suaviza porquees des combinadas de varios lapices » 


@ base de “cold-cream”. Y Tangee un encanto més: jmaturalided’ N 
Presta encantador aspecto de natu- hay atractivo mayor, ai que més ree 
ralidad porque es el lapiz que usted ce su personalidad 
GradGe « eu gusto, de acuerdo con su 
propio colondo. 


juse Tanger 
Para armonia perfecta, use tam): + 

colorete Tangee y Polvo facial Tang ee 

Pasdndolo ligeramente os rosa, re- 

o! idee Ge ee fome 


ANGE 
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This Tangee copy appeared in Spanish 
speaking countries other than Mexico 


The “paint'’ theme was permitted and 


The Tangee copy above was approved 
for use in Mexico. Note the official 
registration number immediately above 


the coupon. The first paragraph of copy to 


had to eliminate the statement used in 
other copy to the effect that ‘Tangee 
does not paint.” 


and misleading statements as to in- | 
gredients are banned. 

Mexico passed a law in 1933) 
which requires that all advertising | 
copy be submitted for approval in | 
advance. Registration numbers are 
issued for each approved piece of 
copy, along with propaganda num- 
These numbers must appear | 
when the advertisement is printed 


|or the advertiser is liable to a fine. 


Mr. Russell declared that there is 
no censorship of any kind in India 
or the Far East, although publica- 
tion of the formula for each adver- 
tised product is required in the 
Philippines. Once the formula is 
published, there are no limits on 
claims made. 

“You can say absolutely anything | 
you want to in advertising in India | 
and the Far East,’ Mr. Russell 
pointed out, “and most advertisers 
do.” Local advertisers, in particu- | 
lar, go completely overboard in ex- | 
aggerating copy. 

Not more than two papers in In- 
dia edit their advertising, he said. | 
The result of the absence of censor- 
ship is that the most outlandish 
claims are made. Local advertisers 


| exaggerate the most, Mr. Russell ob- 


served, 


| 


and apparently the public 
believes the claims and buys these 
products 


South Africa Seeks Law 


Mr. McFeggans declared that the | 
Department of Public Health of 
South Africa made proposals in 1936 
and 1937 tor the drastic regulation | 
of proprietary medicines and med- | 
ical appliances. While this bill is | 
not dead yet, it has not been en-| 
acted. A new bill has just been re- | 
ceived here, he said, but it has not 


| yet been analyzed. 


Export advertising emanating 
from this country was characterized | 
by Mr. McFeggans as “like Procter 
& Gamble’s soap — 99.44 per cent 
pure.” He stressed that manufac- 
turers of bona fide products have no | 
need to resort to exaggerations in 
advertising, and that they need not 
fear supervision of their copy. 

The chief regulations which ad-| 
vertisers in South Africa have to| 
observe are those laid down by the 
Press Union, which has formulated 
a complete set of rules that adver- | 


the ''End That Painted Look" slogan was 
allowed to stand under the logotype 


In Mexico this slogan had to be altered 
include the word "muy'—''very. 
Foreign advertising of the George W 
Luft Company, maker of Tangee, is 
handled by Export Advertising Agency. 


tisers are compelled to meet. Th: 
Press Union, while its membershi; 
is restricted to papers owned by 
Europeans, supplies the leadershi; 
for non-member papers. 

Australia, which Mr. McFeggan 
declared has more agencies pe 
capita than any other country 
the world, likewise depends or 
standards set by the media. Pub- 
lishers are as strict as in South 
Africa, he said. 


Bab-O to Increase 
Radio Schedule 
in 1940 Promotion 


New York, Jan. 24.—Expanded 
promotion this year has been sched- 
uled for Bab-O cleaner, following 


| an outstanding sales record achieved 


in 1939, it was revealed here toda) 
by Robert Brenner, director of 
advertising of B. T. Babbitt, Inc. 

The expansion will take the form 
of increased use of radio. Effective 
Feb. 19, the radio serial “David 
Harum” will be extended to a 42- 
station hookup of the Red network 
of the National Broadcasting Com- 
pany. 

Magazine advertising scheduled 
in The American Weekly and Good 
Housekeeping will be maintained 
Other aspects of the 1940 program 
involve the use of about 45 news- 
papers, and spot radio announce- 
ments. Blackett-Sample-Humme!t 
is the agency. 


“Life” Issues Third 
Continuing Study 

Life, New York, has issued Re- 
port No. 3 in its “Continuing Stuc) 
of Magazine Audiences.” 

With more than a year of inter- 
viewing behind it, the committe: 
in charge has begun the discussion 


Cook Laboratories, Inc. and Ant- 
dolor Manufacturing Compan.’ 
New York, have appointed Monroe F 
Dreher, New York, to direct the! 
advertising. James G. Lewis is ac- 
count executive. Both companies 
are subsidiaries of Sterling Proc- 
ucts, Inc. 
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opnotchers i in 
Merchandising 
Get High Salaries 


Agencies and Media 
Well Represented in 
1938 Select List 


Washington, D. C., Jan. 23.—Only 
about 400 persons in the United 
States received compensation of 
$75,000 or more in 1938, according 
to the list released today by the 
Treasury. While movie stars pro- 

ded an important classification, 
they were outshone in the size of | 
their remuneration by some of the 
heads of companies which are in the | 
vanguard of national advertisers. 

Francis A. Countway, president | 
of Lever Brothers Company, en- | 
oyed the most eye-filling checks in | 
1938, receiving $469,713 for his ef- 
forts in behalf of the big soap com- 
pany. Mr. Countway draws the} 
comparatively modest salary of 
$30,000, a bonus arrangement ac- 
counting for the other $439,713. No. | 


’ 


2 in the national ranking went to 
Thomas J. Watson, president, In- 
ternational Business Machines Cor- 
poration, whose $100,000 salary was 
augmented by enough bonus checks 
to make his recompense $453,440. | 


Pays to Advertise 


| 

Hill Blackett, president, Blackett- 
Sample-Hummert, Inc., drew a sal- 
ary of $120,000, the same paid to 
J.G. Sample, treasurer. E. F. Hum- 
mert, vice-president, did somewhat 
better, with $140,625. C. G. Littell, 
president of R. R. Donnelley & Sons 
Company, Chicago printing com- 
pany, endorsed pay checks of $105,- 
606 Burnett W. Robbins, presi- 
dent, General Outdoor Advertising 
Company, drew $75,120. 

B. E. Henderson, president, 
Household Finance Corporation, re- 
ceived $125,165 for his 1938 labors. 
M. H. Karker, president, Jewel Tea 
Company, grocery chain, was 
awarded $88,637. Lady Esther, Ltd., 
cosmetic manufacturer, paid $96,- 
000 to Syma Busiel, president, and 
the same to Alfred Busiel, vice- 
president. Mrs. Ethel V. Mars, 
president of Mars, Inc., the candy 
producers, sweetened her bank ac- 
count with $120,000. 

S. L. Avery, chairman of Mont- 
gomery Ward & Co., was worth 
$100,450 to that organization, while 


>. Chrysler drew $162,083 as 
chairman of the Chrysler Corpora- 
tion, while Edsel B. Ford, president ures in the merchandising world 
Ford Motor Company, received were reported as follows: 

J. W. Andrews, president 
of Liggett & Myers Tobacco Com- can Tobacco Company, 
‘, had reason for smoke dreams | Vincent Riggio, vice - president, 


R. H. Fogler’s salary as president 
vas $84,541. The News Syndicate | 
Company, publisher of the New| 
York News, paid five of its execu- 
tives salaries of $114,597. The News 
men receiving this sum were R. C 
Holliss, second vice-president: J. W. | 
Barnhart, secretary; R. T. Wilken | 
(deceased) advertising manager: | 
H. V. Deuell, (deceased), managing 
editor; M. Annenberg, circulation | 
manager. 

Kenneth G. Smith, 


Tt 


president, 


KAUFMANN & FABRY CO 


Company, had a stipend with a’ salary of $90,378. Lou R. 
The Chicago Tribune Maxon, chairman of the Detroit 


paid $92,500 to W. E. Macfarlane,| agency of that name, did even bet- 
business manager, and $100,000 to ter, with $98,538. 


Joseph Pulitzer, 


circulation manager. president of the St. Louis Post-Dis- 


y T. Ewald, president, Camp- | patch, was carried on the payroll 
bell-Ewald Company, drew $76,000. for $180,461. 

General Motors paid high salaries to 
a long list of leading executives, the Advertising Company, was richer 
including $303,400 to President by $98,495 at the end of 1938, while 
William S. Knudsen, and $192,923' P. J. Orthwein, another D'Arcy 
gifted vice-president in’ vice-president, profited to the ex- 
charge of research, Charles F. Ket- | tent of $77,282 


A. L. Lee, vice-president, D’Arcy 


How Others Fared 


Salaries of other outstanding fig- 
George W. Hill, president, Ameri- 


$331,348; 


Tu aioe Mpeg : | pS st 
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76,809; George W. Hill, J 
president, $103,516. 

William S. Paley, president, Co- 
lumbia Broadcasting System, $171,- 
849; Edward Klauber, 
dent, $78,304. 

Thomas H. Beck, president, Cro- 
well Publishing Company, $75,240: 
E. J. Churchill, Donahue & Coe, 
$87,700; Colby M. Chester, chair- 
man, General Foods Corporation, 
$122,000; Rodney E. Boone, general 
manager 
$103,226; R. E. Berlin, vice-presi- 
dent and general manager, Hearst 
Magazines, Inc., $115,655. 

Philip W. Lennen, Lennen & Mit- 


r., vice- 


Vvice-presi- 


chell, Inc., $80,000; O. H. Chalkley, 
president, Philip Morris & Co., 


$105,500; Kerwin H. Fulton, presi- 
dent, Outdoor 


Hearst Enterprises, Inc., 


Advertising, Inc., 


$77,546; Stanley Resor, president, J 
Walter Thompson Company, $85,- 
900; John S. McCarrens, vice-presi- 
dent, Cleveland Plain Dealer. 


$153,465; R. R. Deupree, president, 


Procter & Gamble Company, $170,- 
805. 


David M. Noyes, vice-president, 


Lord & Thomas, $80,565: Sheldon R 
Coons, executive vice - president. 
$108,921. 


Felmus Joins Robb 


Daniel R. Felmus has joined the 
staff of Thomas Robb, specialist in 
retail sales promotion, New York, 
to head up internal store promotion 
activities of clients. Mr. Felmus 
has been conducting such programs 
on his own for the past several 
years. 
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BUT THEY’VE BEATEN A FOUR-LANE HIGHWAY! 


The world may beat a path through the 
woods for a better mouse trap, but publishing 
the best newspaper you know how to publish 


also draws a substantial audience. 


The world hasn't come treking to the thresh- 
old of TIMES vet, but then 


we ve limited our efforts to the 40 mile radius. 


The Chicago 


And here both readers and advertisers have 
heaten a four-lane highway to our doors. 

An average of 377,000 people are buying 
The TIMES every day. 368,000 of these buy- 
ers, or 98°, are concentrated in the city and 


suburbs of Chicago; the highest concentration 


And what do advertisers think? Well, that’s 


hest told by what they do. 
7.533.915 lines in The TIMES, 


812.608 lines over 1938. 


Your product advertised in The 


In 1939 they placed 


an increase of 


TIMES 


may not bring the world trudging from the 


backwoods but it will do 


a swell job of bring- 


ing people to the doors of your dealers in and 


about Chicago. 


THE * 


TIMES 


CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 


SAW YER- FERGUSON-WALKER CO. 
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. 
The Lessons of Experience _ 
Wise men learn from their ex-| portunity to inform itself. If it fails | 
periences, and thus avoid repeating to receive information which is | 
the same errors. Failure to analyze | necessary to a real check of the | 
the factors which lead to disaster | records, then it would seem to be 
in business merely encourage a good business not to put the seal of | 
repetition of the same _ troubles; approval of the A. B. C. audit on 
later on. |the records. Yet this was done in 
The Tower Magazines case, which the Tower Magazines case. 


resulted in the conviction of the| The A. B. C. says that it is not | 
publisher and her associates on| prepared to expose fraud, and adds 
charges of defrauding advertisers | that it has no authority to examine | 


of $1,000,000 through phony circu- 
lation statements which had been 
approved by A. B. C. audits, should 
be approached not from the stand- 
point of defending or criticizing A. 
B. C. methods primarily, but with 
the idea of determining how the 
fraud was accomplished and pro- 
viding new safeguards to make its 
repetition impossible. 

ADVERTISING AGE has pointed out 
that the Tower audits were issued 
without adequate information. The 
sales records offered by Tower were 
not checked except by a letter from 


the records of distributors who may 
be in collusion with dishonest pub- 
lishers. This seems to be begging 
the question. If the bureau feels 
that it should have access to dis- 
tributors’ records, and that this is 
an essential part of a complete 
auditing procedure, why not say so 
frankly and undertake to make this 
|type of information available? 
There is no reason to suppose that 
it would be impossible to do so. 

When the McKesson & Robbins 
scandal broke, the public was 
amazed to learn that a leading firm 
the exclusive distributor, the F. W.| of public accountants had accepted 
Woolworth Company, later shown |statements of inventories without 
to have been forged. Yet the A. B.| actual check. This practice no 
C. admits that it asked for addi-| longer prevails, because the financial 
tional information, deemed to be| world recognized the obvious weak- 
essential to an audit, and was re-/ness of this procedure. Let us hope 
fused. | that the A. B. C. will profit from its 

Why, then, was the audit issued? | experience in the Tower Magazines 
The A. B. C. is not required to issue|case and tighten its audits at the 
an audit of circulations regarding | points where they have been shown 
which it has not had complete op- | te be vulnerable. 


Don't Attack Your Customers 


One good way not to land an 
order is to call your prospect names. 
Consequently few salesmen open or 
close an interview, even with the 
most hard-boiled and unsympa- 
thetic prospect, without the expres- | 
sions of good will 
diplomatic exchanges. 

It seems to us that the advertising 
world should keep this primary es- 
sential of good salesmanship in 
mind in approaching the many |is 
problems represented by the growth | 
of the consumer movement. 

It is human nature to answer at- 
tack with attack, but when it comes 
to attacking consumers, it should be 
remembered that they are the cus- 
tomers and prospects of the adver-| though the names may be appropri- 
tisers, the readers of the newspapers | ately applied in some instances. We 
and magazines, and in many cases| must get the consumer's 
the wives and daughters of the | side of the fence, look at the prac- 
business executives who are run- advertisers through her 
ning the companies whose methods | glasses, and adapt advertising meth- 
are being called in question. ods to meet those 

As a matter of strategy in ap-/|are found to be reasonable. 
proaching the consumer, it might be That will save a lot of wear and 
good policy to establish an area of the 


of controversial subjects. There is 
a point at which both manufactur- 
ers and consumers can agree, and if 
| this point is determined, the discus- 
sion can go on from there without 
the necessity of attacking 
customary in| or referring the activity among con- 
sumers to subversive 
ous to undermine 
economic system 


motives 


groups 
the 


anxl- 


American 


In other words, we suggest that it 
not 
allow the emotions of advertisers to 
govern their policies in meeting the | 
consumer. 


necessary or desirable to 


It is not possible to dis- 
the political 
problems which the business world 
must name-calling, 


pose of economic or 


face by even 


over on 
tices ol 


demands which 


tear on nerves of everybody 


common agreement, as Fortune has | concerned, and in addition, will 
done in its round table discussions} really get us somewhere 
. » cd 
4 ; oon a} e ‘ * 
6 " ea <f cat 


| Mr. 
|nothing new, the patent office has 


BUT THINK OF THE SATISFIED CUSTOMERS 


| 


| 
| 


Reproduced with special permission from The Saturday Evening Post. 


Copyright 


"The trouble seems to be, gentlemen, that thirty thousand housewives endorsed 
our salesmen instead of our product!" 


Ad-libbing 


} 


1940 by the Curtis Publishing Company. 


Scotch Fantasy 

The war may do something for 
advertising yet. Take, for example, 
the patent just issued to Harold E. 
West of Glasgow by the British 
Patent Office. Despite the fact that 
West seems to have invented 


given him a clear field on the use 
of tinted glass for window displays. 

The idea is simple. Ordinary 
plate glass, says this Scotsman, is 
slightly green in color, and it debili- 
tates the warm colorings of goods 
displayed in a window. But, with 
Mr. West's newly patented pale 
pink glass, meat looks redder and 
juicier; grapefruit develops a hand- 
some suntan to replace its former 
anemic appearance, and _ biscuits 
turn up brown, crisp and inviting, 
instead of pale and lifeless. 

For bakers, Mr. West recom- 
mends a delicate amber-tinted glass, 
guaranteed to make the mouth 
water and lure customers into the 
shop, while jewelers are invited to 
set their diamonds behind a blue- 
tinted glass if they want them to 
sparkle with a fiery whiteness never 
before approached. 

While Mr. West is adding colors 
to window glass, other busy English 


gentlemen are adding color, with- 
out light, to displays. Much ex- 
perimenting has been done, we're 


told, with black light 
cent paints and inks 
give advertisers a 
blackouts without 
aircraft to drop in. 


The Sons of—Presidents 

What de you do with the sons of 
your client? Why, you build them 
up, if you want to hold the account, 
you big so-and-so. How do you do 
it? You send editors all over the 
land long, enthusiastic essays on the 
virtues of young Elmer, who is 


and fluores- 
designed to 

break during 
inviting visiting 


| learning his father’s business from 


the ground up, fresh from an abso- 
lutely amazing scholastic career at 
Pennsyltucky, where he snatched a 
bachelor’s degree in something o1 
other at the tender age of 22, and 
an even more amazing career at 
papa’s golf club, winding up with 
the club championship! 

And if you're feeling particularly 
lousy that day—or papa has made 
it crystal clear that this essay had 
better be mighty good or else—you 
include a photograph of the youth- 
ful prodigy and wind up with ; 
literary gem like this: 

“It is, however, really Elmer's 
conscientious application and fresh 
enjoyment of his work which 
prompted his father to confide in a 
business associate: ‘I am happy to 


say he is industrious and enjoys the 
work: I feel confident he will make 


good and prove an asset to the busi- 
ness. In the near future he will 
become a partner in the business.’ ” 
But, if instead of being a publicity 
counsel or an advertising agency, 
you happen to be an editor and get 
two effusions like that in the same 
mail, you take off your coat and 
bellow like a stuck pig for 10 min- 
utes, and then calm down enough 
to ask Miss Klutz for an extra waste 
basket and get back to work. 


Jottings 

And Leland S. Wood of Chilli- 
cothe, Mo., sends us a couple of 
really amazing mailing pieces for 
the Century Mineral Water Resort 
of that city, with the report that 
these pieces really pull in business 
and the request that we explain it. 
We can’t explain it at all—they’re 


ee 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa 
advertiser or advertising agence 
executive writing on his busine 
letterhead. 


No. 1590. The Grocery Manufa 
turer’s Key to the New Yor 
Market. 


In this brochure, the Staats Ze 
tung und Herold maps its mercha: 
dising plan and shows how it func- 
tions. Proof of its effectiveness fo: 
numerous advertisers is displayed 
with maps of their areas and spec 
mens of advertisements. 


No. 1591. Market Facts About t/ 
Intermountain Empire and Sal: 
Lake. 


The 1940 edition of facts about 
this four-state market has been is 
sued by the Salt Lake Tribune 
Telegram. It includes detailed dat: 
on wholesale and retail trade, in 
dustries and income, with splendid 
photographic illustrations. One sec- 
tion is devoted to circulation figures 
and another to the papers’ editoria 
set-up. 


No. 1587. Standard Market 
for Honolulu. 

The Honolulu Star-Bulletin has 
issued this market study which de- 
scribes the population, standard of 
living, industries and other factors 
concerning Honolulu and the trad- 


Data 


ing area comprising the entire 
group of islands. 
No. 1586. Liquor Route List. 


Hard liquor is sold legally in 51 
of Florida’s 67 counties, while beer 
and wine are legal in all counties, 
according to this booklet issued b) 
the Florida Select List. In route 
list form, the booklet lists licensed 
liquor dealers in all wet counties of 
the state. 


No. 1580. School & College Cafe- 
teria Market. 
School & College Cafeteria has 
issued this report, based on a na- 
tion-wide survey of 505 school food 


about the screwiest pieces of long- 
winded 6 pt. selling copy we've ever 
seen. Sorry we can’t quote parts 
of them—but then you _ probably 
wouldn't understand the quotations 
anyhow. 

From General Electric’s news bu- 
reau comes the heartening news for 
press agents that “the best of press 
clipping bureaus is only 40 per cent 
efficient in collecting newspaper 
mentions of a client.”’ It bases the 
figure on a check of the news of 
the retirement of Owen D. Young 
and Gerard Swope, which it says is 
“known to have received virtually 
100 per cent publication,” but which 
resulted in clippings from only 756 
of the 1,894 papers published that 
or the following day. Even that, 
however, is better than the 25 per 
cent score on the Steinmetz death 
in 1923 

Mead Sales Company, paper man- 
ufacturer, has issued a special study 
of annual reports which should be 
of interest to anyone interested in 
revamping his company’s present 
method of presenting financial and 
operating statements. . . 

Hotel men can think of more 
screwy promotions than any single 
group we know of. The 
hit us in the eye is the Doghouse 
Association, organized by Jack Mc- 
Sweeney, assistant manager of New 
York's Hotel McAlpin. As you may 
have guessed, the association 
take care of gentlemen who are in 
temporary difficulties with their 
spouses or other female relations, 
and who desire a bit of peaceful 
shelter until the storm subsides. . . 

MacKenzie, Inc., of Minneapolis, 
thinks it’s time for forgetting the 
amenities in copy, and hitting hard 
with inelegant, but direct copy 
Hence a recent ad for its client, The 
Land-O-Nod Company, in Furni- 
ture Digest, was headed, “Let’s get 
off our ‘fannies’ and go to work.” . 


latest to | 


is to} 


'service units. Three sections, cov- 
|ering colleges and universities, high 
|schools and grade schools, show 
| detailed figures on the number of 
|units, meals served, expenditures 

service equipment, 


|for food and 
| with a discussion of buying methods 


|and responsibility and _ projected 
| plans. 

|No. 1582. Florida’s 1940 Aviation 
Boom. 


| In addition to a picture of tourist 
business, added prosperity for Jack- 
}sonville, through construction of « 
|new $17,000,000 naval air base, ‘5 
discussed in this report issued by 
John H. Perry Associates. 


No. 1571. 
Data. 
Its history, policies, editorial for- 
mula and other details are coverec 
by The National Sign Journal in 
'this booklet just issued. A circula- 
tion breakdown is included, wit! 
information about the publication * 
advertising volume, readership «nc 
the market it covers. 


No. 1563. Meat Packing—An [n"- 
dustry in Itself. 

The meat packing industry * 
shown as a constant market for al! 
types of equipment and supplies '" 
this new brochure issued by The 
National Provisioner. In addition 
to market statistics, the brochure 
provides details on the publication s 
editorial coverage of the field 
reader interest, circulation and %° 
on. 


National Sign Journa! 


No. 1588 
Survey. 
The Memphis Press-Scimt 

issued this survey of all we 
stores in Memphis, with best se!"* 
brands specified. Liquor stores 
Tennessee have been in ope! 
only since last July 5. 


Memphis Liquor 
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OLD REMEDY, NEW COPY Modess to Have 


L vee re below pa: from caterieming the! importan! customer — (or 
voureell) — come beck with 6 cool, eflervencemt gles of Celery ¥ ence 
Abalone foaming (rhery Venee bubbles these trostins ee: 
Picks vow ep sad mover lets you dows. Get « bottle from your 
regan Nodes lor mumer headeckes upeet stemert cowed by be per 
aonb edigeetion. o-rrimduigrere in food and drink Pui s beeping we 
spoonful 2 one-third glam of weiter ond preste vow re wp ue the workd 


Celery-Vesce, 47-year old remedy for 
that “down in the mouth" feeling, is 
again being advertised under the aegis 
of a new sales organization, Celery-Vesce 
Sales Corporation, Indianapolis. 


Resume Copy for 
Celery-Vesce 
Headache Remedy 


Indianapolis, Jan. 24.—A new 
company has been formed to take 
over sales and distribution of Cel- 
ery-Vesce, 47-year old headache 
and alkalizing proprietary, it was 
learned here today. Initial promo- 
tion of the product under its new 
jeadership will include newspaper, 
radio and car card copy in the In- 
dianapolis market, with expansion 
planned later. 

The new company will be known 
as Celery-Vesce Sales Corporation. 
It will be headed by Robert S. 
Stempfel, and is backed by local 


capital, according to reports. The 
original Celery-Vesce Company re- | 
mains intact and will continue to! 
make the proprietary. 

A redesigned package in three) 
sizes is part of the new merchandis- 
ing set-up. The product is one of 
the original effervescent salts for 
headaches, sour stomach and over 
indulgence. At one time it en- 
joyed fairly large sales, but because | 
of lack of promotion and advertis- 
ing, has been static for several | 
years. 

Keeling & Co., Indianapolis, is the | 
agency in charge. 


To Publish “Empresario” 


First issue of Empresario Inter- | 
acional, bi-monthly, will be pub- | 
lished in March by Specialized Ex- | 
port Publications, Inc., new publish- 
ing company with offices at 220 W. 
42nd street, New York. The maga- 
zine will be devoted to news of the 
entertainment world in all countries 
vhere Spanish is read. 


Names Frank Best 


Atlantic Casting and Engineering 
Corporation, Clifton, N. J., has ap- 
pointed Frank Best & Co., New 
York, to direct its account. Indus- 
trial papers and direct mail will be | 


used 


BIG results on 
modest budgets 


236 advertisers will 


testify that if can be done 
in Baltimore on WFBR > 


Companion Product 
in Meds Tampon 


New York, Jan. 25.—The groom- 
ing of a new product in the feminine 
hygiene field, which is expected to 
take its place soon among well- 
established competitors, was dis- 
closed this week by Personal Prod- 
ucts Corporation, maker of Modess. 

Known as Meds, the newcomer is 
a tampon type sanitary protector, 
said to be the result of five years of 
laboratory and market research. 
Greater comfort to the wearer and 
more protection than that afforded 
by similar products now on the 
market are the advantages claimed. 


“TI tell you, J. T. 


ADVERTISING AGE 


| Merchandising of Meds has just 
started on a test basis in several 
Eastern cities and is proceeding 
|cautiously. In a few weeks, some 
/mewspaper advertising is expected 
| to appear in the test areas. Further 
plans will be evolved as the result 
of this experience, with rapid na- 


tional distribution the objective. 
Young & Rubicam handles. the 
account. 


Record Swank Drive 


pleted plans for the largest spring 
and summer campaign in its his- 
tory, using copy in six national 
magazines and the Christian Science 
Monitor. Most of the magazine 
copy will be in color. Alfred J. 
Silberstein, Inc., New York, is the 


agency. 


a publication’s 


got to show a real performance rec- 
ord before I'll advertise in it.” 


Names Graham & Clark 
Clayton & Lambert Mfg. Com- 
pany, Detroit, has placed its adver- 
tising account with Graham & Clark, 
Inc., Detroit. The company is a 
pioneer producer of blow torches, 
fire pots and sheet metal specialties 


Black Box Opens 


Black Box Photo Service, stock 
photographs, has opened offices at 
600 S. Michigan avenue, Chicago. 
Donald C. Hoffman, formerly art di- 
rector of J. C. Taffer Company, is 


Swank Products, Inc., has com-|in charge. 


MBS Adds Three 


Stations WMPS, Memphis, Tenn., 
WTJS, Jackson, Tenn., and WATL, 
Atlanta, Ga., have become affiliated 
with the Mutual Broadcasting Sys- 
tem. 


“You're sound as our cement, 


$6,271 for Wisconsin 


An appropriation of $6,271 for ad- 
vertising the recreation facilities of 
the state in April, May and June, 
has been approved by the Wisconsin 
Conservation Commission. Collier’s 
and outdoor magazines will be used 
through Cramer-Krasselt Company, 
Milwaukee. 


Prescott Names Dreher 


J. L. Prescott Company, Passaic, 
N. J., has appointed Monroe F. 
Dreher, New York, to direct adver- 
ltising of its Dazzle household 
| bleach. 


28 ape 
McCully with Kimball 

Helen McCully, formerly with 
Lord & Taylor, New York depart- 
ment store, has jojned Abbott Kim- 
ball Company, New York. 


Sid 


that’s why I’m for NEWSWEEK! 137 
new advertisers in it this past 
a mighty convincing* record. 


vear Is 


” 


*Mighty convincing are the reasons behind NEWSWEEK'S unparalleled performance record. 


Grade “‘A’’ Audience: Hooper-Holmes finds that NEWSWEEK families average $4,851 per 
year, and 88.9% are in business, executive and professional categories. 


Grade “‘A’’ Reader Interest: Doubled newsstand sales (over last year) proves the vital need 
for NEWSWEEK in this era of confusion. 


now it's NEWSWEEK! 
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ADVERTISING AGE 


a 29, 1940 


Gas Industry's $1,500,000 


Copy Investment Bears Fruit 


Cooperative Campaign 
Taps Vast Replacement 
Market, Builds Load 


[|Editor’s Note: This is the fourth 
in a series of case histories tracing | 
the development of comparatively 
recent arrivals in the ranks of 
advertisers. | 


ANSWERS GIVEN, TOO 


By A. P. MILLS 


New York, Jan. 23.—The gas in- 
dustry today is serving more eaeeie| 
than ever before. Sales of manu-| 
factured gas for domestic uses such | 
as cooking, refrigeration, water | 
heating and house heating increased | 
1.8 per cent in 1939, while sales of 
natural gas for domestic uses gained | 
32 per cent over the previous year. | pmiercan O48 associates |S } 

coupled with an up-| {=== 


These facts, 
turn in the sale of all gas appliances, | 
and a pronounced improvement in 
the morale of the whole business, 
testify to the success of the adver- 
tising program launched by the 
American Gas Association in 
and continued without 
change since. 

The gas industry had been talking 
about an industry wide promotion 
program for 17 years before an ac- 
tual beginning was made less than 
four years ago. About $450,000 has 
been collected from AGA members 


s 
Saves fuer 
Saves Time 


"Quiz" copy for the American gas asso- 
ciation gets its four-point copy story 
1936 | across through question and answer tech- 


essential nique. 


before the 
drive. 

The objective of AGA advertising 
is clearly defined: “To promote 
public acceptance of gas as a mod- 
ern, efficient fuel for household, in- 
through voluntary subscriptions | qustrial and commercial purposes 
each year, and separate consumer | for which heat is required.” 
and industrial campaigns have ap- One of the specific tasks which 
peared in magazines as the AGA advertising has been called 
head of each annual drive. upon to perform has been to help in 

That AGA members consider the the replacement of 10,000,000 obso- 
promotion efforts worth the cost is | jete gas ranges. To accomplish this, 
attested by the fact that the pro-|, Cp range was developed to meet 
gram, decided upon in 1936 as aj 99 special performance standards 
three-year effort, was renewed for | get by the Association. CP ranges, 
a second three-year period a year with the initials signifying “Certi- 
fied Performance,” have been fea- 
tured in national magazine adver- 
ising. 

Standards for this range were de- 
|veloped at the testing laboratories 
maintained by the association in 
Cleveland and Los Angeles. Seven- 
teen outside groups, 
United States Bureau of Standards, 
participate in the establishment of 
standards which manufactur- 
ers have to meet in order to obtain 
the laboratories’ seal of approval 
Approximately 95 per cent of all gas 
appliances offered for sale today 
are so approved. 


completion of the initial 


spear- 


basic 


Two Committees in Charge 


Administration of AGA advertis- 
ing is in the hands of two commit- 


Theresa Plenty 
tees. The directing committee of 13 
'? ‘9 men, representing as many districts 
of the country, determines majo! 
of ‘PUNCH policies. A smaller committee of 
e e seven, composed of men who direct 
IN Query LssuL of 


the advertising of local utility com- 
panies, is concerned with copy for 


the magazine schedules and works 
closely with the agency. The con- 
sumer campaign is directed by Mc- 
Cann-Erickson, which has handled 

the account since the beginning 
Consumer advertising of AGA for 
@ Over 100 human-interest, 1939-40 is appearing in seven gen- 
5 enaenaes eral, women’s and home service 
magazines The schedule includes 
American Home, Better Homes & 
Gardens, Good Housekeeping, 
Ladies’ Home Journal, McCall's, The 


atte ntion- com. 
illustrations each 


kach subject is 
one type 
Innumerable 


applicable to more than 
of business. 
headlines can be 
ibout each picture 


lop-notch models are used with modern 


written 


Prue. ; . Saturday Evening Post and Wo- 
Shot by leading New York photog 'c H » Con , Also o 
raphers. man’s ome ompaniton. Also on 


65 line screen, 
tion. 


a 

* 

. 

am 

. Excellent offset reproduc- the list are 
@ Ideal for effective dummies and layouts 
. 

+. 

+ 

» 

— 


Building Age, 
Forecast, Gas 
dising and Journal of 
nomics. 

New copy for the 1939-40 season 
is marked by the addition of an in- 
stitutional tone. Copy seeks to re- 
flect a progressive industry and 


FR E E see demonstrate leadership for gas and 


@ A Free sample issue will be sent upon | 65 appliances One pr 
receipt of your request on your business | adopted to achieve this aim is the 
letterhead. Plus detailed information. use of four colors, a survey having 


sent to you Free : . 
© A motom Ging cme & eee ¥ shown that increased observation of 


with your first order. 

obtained through use of four 
leolors instead of two is worth the 
lextra cost 
| New copy also highlights facts as 
to the modernity and progress of gas 
and gas equipment. Illustrations of 
modern kitchens and news-type 


American Builder & 
Architectural Forum, 
Appliance Merchan- 
Home Eco- 


Conveniently sized for filing. 

Designed to slash production costs. 
Four sets of each series each month. 
Your choice of newspaper mats or glossy 
prints. 

Five Dollars Per Month 


actice 


copy 
| COp} 


including the | 


headlines, both of which have | 
marked highest ranking advertise- 
|ments used and tested in past years, 
are featured in the new campaign. | 
In order to give maximum identi- 
fication, the headline of each inser- | 
tion boldly displays the word “Gas.” 
The slogan, “Gas serves you better 
through modern gas appliances,” is 
_also contained in each insertion. | 
Although less conspicuous than 
its consumer advertising, the indus- 
| trial gas section of the association 
|regularly conducts a business paper | 
/campaign. Promotion of gas for in- | 
Kreme and commercial purposes is | 
| appearing during the 1939-40 season 
|in 17 publications in seven different | 
fields. Ketchum, MacLeod & Grove, | 
| Pittsburgh, is the agency for this| 
part of the account. | 
This industrial copy reaches the | 
metal trades, the food field, the) 
ceramic industry, hospitals, beauty | 
shops, printers and hotels and 
restaurants. Many gas companies | 
|secure reprints of these advertise- | 
ments for direct distribution among | 
their customers and prospects. 


300,000 New Customers 
As to the 


| 
| 
| 


results of this coopera- | 
tive effort, sales of gas ranges in| 
1939 increased by approximately | 
300,000 units over 1938, a rise of 32 | 
per cent. During 1939, 300,000 new | 
gas customers were added to the} 
lines of the various utility com- 
panies. 

A consumer survey made in 1937, 
and repeated in 1939, showed a 
growing preference for gas ranges 
on the part of housewives. At the 
same time it was shown in the later 
survey that women generally have 
a much better knowledge of the ad- 
vantages of the modern gas range, 
especially its many new operating 
features. 

A factor of considerable 
tance to the gas 
strengthened morale of the indus- 
try, as indicated by the following 
statements of gas utility executives: 

“The campaign has been 
standing and has done more in this 
section of the country to give en- 
couragement to the gas industry 
than any other single or 
| undertaking.” 


impor- 
industry is the 


700 Companies Contribute 

“First, and foremost, the adver- 
tising campaign is creating among us 
a new self-respect and pride in our 
industry, and together with that a 
new respect and a higher estimate 
on the part of the public. The two 
inevitably go hand in hand.” 

The campaign has 
lated appliance 


stimu- 
manufacturers to 
increase their own advertising ef- 
forts. It has likewise given local 
operating companies and their sales- 
men a peg upon which to hang their 
local sales drives 

As a part of its promotion effort, 
the association makes available to 
member companies a large 
ment of tie-in advertising material 
for local use in the form of mats, 
point-of-sale displays, photographs 
and printed material During the 
three and one-half years of the 
campaign, more than 3,000,000 pieces 
of such material have been used by 
participating gas companies 

Had it not been for the 
ment which the industry 
the New York World's 
year, it is likely that the 
budget would have been increased 
Financing now is supplied by over 
700 companies who contribute four 
cents for each meter in service. It 
is hoped that this sum may be in- 
creased to tive or six cents per 
meter in the near future 


also 


assort- 


invest- 

made at 
Fair last 
promotion 


Cole’s Appointed 


Champion Milling and 
Company, Clinton, Ia., maker of 
cattle, hog, poultry and horse feeds, 
has appointed Cole’s, Inc., Des 
Moines, as its agency for a farm 
paper and newspaper campaign. 


Grain 


Havens with Oswald 


Raimon B. Havens, formerly with 


Richard A Foley Advertising 
Agency, Philadelphia, has joined 
Oswald Advertising Agency, Phila- 


delphia, as account executive 


Hotel Chain to Needham 


Hosts, Inc., Springfield, Mass., has 
appointed Needham & Grohmann, 
New York, to direct promotion of its 
chain of 15 hotels 


out- | 


collective | 


| agency 


CO. oP EFFORT BRINGS RISE IN GAS SALES. 


yo wh themes af mee « tweat sheinkage, make im apew 
oe due iet Thomk cute more deleese 


NEW SAVINGS IN FOOD, FUEL, TIME! | >: 


FUEL COSTS AME LESS - 1 
f alt bur " , 


SEE HOW YOU GET THEM WITH rs ined 
modERN GAS RaNces 


KITCHEN TIME CUT DOWN 


ool Be 


Tr 


Only GAS gives you ali these advanced Range features 


AUTOMATIC GAS MEAT COSTS 
THON 108 (EGIL 190 


w 7) 


LET GAS DO THE 4 BIG JOBS~COOKING + WATER HEATING*REFRIGERATION* HOUSE HEATING 


Launching of the American Gas Association campaign in 1936 culminated 17 

years of preliminary activity, according to industry spokesmen. Success of such 

copy as shown here is evidenced in 32 per cent gain in sales of natural gas for 

domestic use in 1939 and the AGA's decision to renew its drive for another 
three year period. 


ing and engineering journals. Five 


Gruen Watch Plans consumer magazines in Canada are 


: also slated to carry Gruen promo- 
Expanded Drive on tion this year. 

> Radio advertising will consist of 
+Year-Around Basis two forms. Time signal announce- 


ments will be used to support othe: 
advertising efforts in a few majo1 
markets, and dealers will also be 
supplied complete programs to be 
used over local radio stations. 

Cooperative newspaper 


Cincinnati, Jan. 24.—Having en- 
joyed one of its most successful 
years in 1939, Gruen Watch Com- 
pany this week revealed that the 
largest magazine campaign in Gruen 


history will be launched on a year- cop) 


round basis next month. Spot Placed by Gruen retailers will be 
radio and cooperative newspaper Closely tied in with national maga- 
| advertising will also be used zine advertising. The slogan “Gifts 

Advertising in consumer maga- from Your Jeweler Are Gifts at 


Their Best,” will be featured for the 
third year as an aid to jewelers it 
competition with other out 


zines will break Feb. 15, 
to John McCarthy, 
of McCann-Erickson, New York, the their 
in charge. Full pages will lets. 
appear in Collier’s, Esquire, Liberty, 
Life, The New Yorker, The Satur- 
day Evening Post, Vogue and You. 

During peak selling months, in- 
cluding the graduation and wedding 
periods of May and June and the 
Christmas gift season in December, 
insertions in these magazines will 
be devoted to catalogue copy, which 
will feature a variety of watches 
with a brief description of each. In 
other months, copy will promote 
the Curvex and Veri-Thin lines 

In addition to the consumer 
schedule, professional models will 
be advertised in six medical, nurs- 


according 
vice-president 


Gets Geneva Forge 


Geneva Forge, Inc., division of 
Edward Katzinger Company, tin- 
ware manufacturers, Chicago, ha 
placed its advertising account wit! 
Earle Ludgin, Inc., Chicago. Na- 
tional magazines will be used 


Pinkham Quits Reichner 


Richard A. R. Pinkham has re 
signed as an account executive o! 
Morgan Reichner & Co., New York 
to become advertising and publicits 
manager of James McCreery & Ci 
New York department store 


The “PREMIUM” SENSATION OF THE YEAR 


0 aT, Zh 


e7 TUBE RADIO PERFORMANCE 
@ A MODERN WORLD ATLAS 


\ complete radio receiver in 4 
world atlas. Ultra smart in appear: 
ance, performance and utility. It 
is educational. entertaining and 
decorative. It is acclaimed by all 
as the greatest “sales stimulator” 
of our time. Just turn the world 
to tune the radio. Uts rich resonant 


GW q ‘ + iy tae ~~ yh — tone quality will surprise you. Its 
like Yorale listance a natural “sales stimulator a 
like locals t ghiy col . . 

red atlas -10 inch diameter wow” of a premium. 


Write, wire or phone for low net prices. 


D. A. PACHTER COMPANY 


MERCHANDISE MART CHICAGO, ILLINOIS 
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Pia < 


stories are told in most insertions, | keeper . 
dramatizing the roles that many in- 
dependent merchants have taken in 
community life. 


.. Still in his white apron, 

he was distributing sandwiches and 
coffee among the crowd 

“It didn’t seem important that 

A Mine Disaster night. But thinking back, it oc- 

A typical insertion tells a young- curred to me that you always found 

ster’s story of “The Night the Earth Mr. Whipple at the scene of any 


Exploded,” dealing with a mine dis-| trouble in our community . . . do- 
aster. He and his mother were) ing his part quietly and well. 
waiting along with others while the “He was the independent store- 
: : 4 rescue crew worked below. They! Keeper in our town, but he was more 
2 é p, le | . 
, > s . : er arf ause “Ds: ‘ ‘ ‘ at. > was our neighbor, 
* THE NIGHT THE EARTH EXPLODED... * | Were fearful because Dad had gone than that He as our WGIGHOOE, 
—————]_ Teomipemions “Maan A below with the noon shift. |}our friend. Our town was his town. 
SiFoit| eee “Mother gripped my hand tightly.| The success of such copy has been 


Now and then she tried to smile, but evidenced in “before and after” 
her lips were white and her eyes} studies on the volume of trade ac- 
glassy with fear. Then, quite sud-| corded independents in cities where 
||denly, a voice said: ‘Mike’s all) the copy has appeared, according to 
} |right, Kate... A little gas . . . available figures. Spokesmen for 


i 
ty 
Kil 


sponsored by the National Association 
of Retail Grocers and the National Re- 
tail Hardware Association, has drama- 
tired the independent merchant's role 
in community life, as well as his ability 
to serve well the customers of his store. 


Trade Independent’ 
Copy Winning New 
Users and Sponsors 


Human Interest Copy 
Proves Potent Sale s 
Force for Merchants | 


Chicago, Jan. 24.— The success | a M 
experienced by independent mer- | Ni 
chants in 1939 with their “Trade ‘ 
Independent” campaign is likely to 
bring an expansion of the drive this 
year, it was reported here today. 

The “Trade Independent” project 
was launched a year ago under the 
sponsorship of the National Associa- 
tion of Retail Grocers. A later co- 
sponsor was the National Retail | 
Hardware Association. Other inde- 
pendent groups are expected to 
come in this year. 

The campaign, as described by 
those in charge, has been a national 
project, although copy has _ been 
placed and paid for by independent 
groups in various cities. All copy 

prepared by Hilmer V. Swenson 
Company of this city. 


ror inee es votes The Royal Proclamation is still efficient advertising 


both using radio and newspapers 
and differing only in size and bud- 
get requirements. The major re- In the early days of printing, when a king wished to talk 
quirements placed on the groups are| to his people, he posted a proclamation in the market place. 
that they run a full program and That was good advertising. Everyone went to the market, 
use only “official” copy. everyone read the proclamation. Word got around. It 
Copy emphasizes the independent worked. 
merchant’s importance to the com- 
inity, not only in the products he That ancient form of advertising is still effective. Post a 
proclamation in the market place and everybody sees it. For 
even in this day and age, everyone goes to market, everyone 
reads, consciously or sub-consciously, a ‘‘proclamation.”” 
_ Word gets around. It works. 


Where Advertising © 
Pays You Dividends-- 


 lowa's Ric haven't changed the essence of the ancient plan. Instead of 

a a ‘‘proclamation,”’ we call it a ‘‘poster’’ or a ‘“‘display.’* In- 
e stead of a ‘“‘king,’’ we have an ‘‘advertiser."’ Instead of a 
‘*market-place,’"’ we have a ‘‘naborhood shopping center.” 
And instead of a halberdier to post and guard the proclama- 


| tion, we have Criterion Service, to pick the locations, lease 


| Today we've changed our vocabulary somewhat, but we 
| 
| 
| 


x 


wi ia 
oe Z 


erm CRITERION 
“Homes Daily. 5 SERVICE 
*Has Led All Lowi” 


for 5 Years in Paid 
Advertising Linage | SELECTIVE POSTER ADVERTISING 


IN NABORHOOD SHOPPING CENTERS 


January 29, 1940 ADVERTISING AGE 
EVER A FRIEND sells but in his extra-curricular ac- they just brought him up.’ the drive cited government studies Join “Popular Science” 
tivities. Homespun, human interest “It was Mr. Whipple, the store- of November sales in Green Bay and 


James C. Gibson, formerly with 
Rohrabaugh & Gibson, Philadelphia, 
pendent trade was shown to have and Edward Maher, formerly with 
gained 12.4 per cent, and 3.7 per Look and Screenland Unit, have 
cent, respectively, over November, Joined the Eastern sales division of 
1938. Popular Science Monthly 


LaCrosse, Wis., where retail inde- 


In Appleton, however, a town . r 
where copy had not appeared, retail Eugene Martin Appointed 
independent trade showed a decline Eugene Martin, formerly with the 
of 12 per cent. A 4 per cent de- Equitable Life Assurance Society of 
cline was reported for Madison, tle United States, New York, has 
prior to start of the campaign there. been named advertising manager of 
The campaign actually got under ——— Television Corporation, 
way last June. Since then, copy — 
has appeared in 13 large cities and . 
200 smaller cities. About 25 per Joins Sawyer, Ferguson 
cent of those who used the smaller | Fred Anderson, for the past four 
‘ years with Benton & Bowles, New 
campaign in 1939 are expected to York, has joined Sawyer, Ferguson, 
continue with the more extensive Walker Company, New York, news- 
program this year paper representative 


‘ 


t 


¢ 
1 


the walls, erect framed steel panels, post the displays, and 
police them to see that they are maintained fresh, clean, 
and attractive. 


But Criterion Displays still retain the essentially ‘‘public”’ 
quality of the ancient royal proclamation a quality that is 
lost in the private perusal of an advertisement printed 
in a magazine or newspaper, or listened to in the seclusion 
of a home. 


Criterion Displays also achieve results at an incomparably 
low cost--10¢ per display per day--by the same methods as 
their ancient prototype. The secret is simple. Every im- 
pression of the printing press is seen by 80,000 pairs of eyes. * 


You can profit by proclamations in the market place. We 
shall be glad to submit plans and costs to cover any territory 
in the United States and Canada. 


NEW YORK 
CHICAGO 
BOSTON 
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and consumer sales, and the poten- -| Alabama Publishers 
tial difficulty awaiting the manu- Pick H. H. Golson 


facturer who judged his individual 
8 —— H. H. Golson, publisher of the) 


rosperity by the monthly factory| _ 
poe total. Mr. Nielsen then ex-| Herald, vee, AS -_ — 
plained how the Nielsen Food Index ae nt on o e aba 
service can help to overcome this 1H Paulkner. Baldwin Times, | 
problem. Bay Minette, Ala., has been named | 
| vice-president, and R. C. Bryan, | 
| Elba Clipper, secretary-treasurer. | 


Two Appointed by 
Howard Ray Agency 


Howard Ray Advertising Agency, 
|Los Angeles, has named Miss Sybil 
Mather as head of a newly created 
clients’ premium department. She 
was formerly with Milton Wein- 
berg Advertising Company, Los 
Angeles. 

Robert Allan has been named 
radio director of the Ray agency. 
He was formerly with Station 
KFWB. 


Canners Told of 


Expanded Scope in 
Marketing Aids 


Young Outlines 
Domestic Services 
Commerce Bureau 


Beaumont & Hohman 
New Kindelstyx Agency 
of|_ Phillips Products Company, Port- 
jland, Ore., has appointed Beaumont 
| & Hohman, Chicago, as advertising 
agency for Kindelstyx, a new con- 
| |centrated instant kindling. 


| Plan Joint Bock Drive 


A joint advertising campaign to | 
promote the sale of bock beer will 
be undertaken in March by 27 
brewers belonging to the Brewers | 

The new product, originated as a| Board of Trade 3 New Le and ; 7 
sersonal convenience for one of the|the New Jersey Brewers ssocia- | tisin 
commen” s officers, has found wide |tion. Batten, Barton, Durstine & | campaign on Deanna Dobbs dresses, 
National Canners Association some|demand among campers. Selling | Osborn, New York, has been ap- spring snd fal 
idea of what this group—and others | for 25 cents, it makes 45 fires. ‘pointed to direct the account. spring an 


Dresses to Heineman 


H. N. Fried & Co., 
Chicago, Jan. 24.—Two exponents | 


a new and more enlightened era 
in marketing, yesterday gave the 


ot 


| Hygrade Names Moss 


and Two Agencies 


Hygrade Food Products Corpora- 
tion, New York, has appointed 
Alfred S. Moss as director of adver- 
tising and sales promotion for the 
company and its subsidiaries. 

The company has _ appointed M 
Landsheft & Warman, Buffalo, and 
Martin, Frank & Atherton, Detroit, 
as its agencies. 


Chicago, has 
appointed Ralph Heineman Adver- 
Agency, Chicago, to direct a 


Mademoiselle next 


‘ € 
“Star” Station Expands 
| With 
| facilities, 


the completion of new al 
WDAF, operated by the c] 
Kansas City Star, will be the sub- 

ject of an hour’s broadcast over the F 
Red network of National Broad- 
casting Company Feb. 4. The sta- 
tion has been on the air since Jan. 
15, 1922. 


may expect from both govern- ——_———— 


ment and private sources in new 


services leading toward improved 


production and marketing tech- 
niques. 

The government representative 
was James W. Young, who, before 
becoming director of the Bureau of 
Foreign and Domestic Commerce 
last August, was vice-president of 
J. Walter Thompson Company. 

The representative from private 
business was A. C. Nielsen, head of 
A. C. Nielsen Company, market 
research organization. 

In his address to the canners, Mr. 
Young emphasized the Bureau’s 
desire to have its domestic services 
match those it has offered Ameri- 
can manufacturers abroad. The 
biggest problem faced by business, 
he commented, is that brought about | 
by the wide oscillations in the busi- | 
ness cycle; the swing from pros- | 
perity to depression, and from de- | 
pression to prosperity. 

“We have no belief in our ca- 
pacity to tell you how to run your 
business; but we can furnish help,” 
he commented. 


Nielsen on Program 


The Bureau, he stressed, is a 
service rather than regulatory 
agency. Its success and the amount 
of aid it can give to business and 
industry is dependent upon the 
amount of cooperation it receives. 

One of its most recent projects— 
and one which is expected to be of 
vital aid to all types of business— 
is the study of monthly reports on 
sales, new orders, unfilled orders 
and inventories of a cross-section of 
manufacturers. Those selected for 
the survey represent about 60 per 
cent of total industry volume, he| 
added. 

Mr. Young first broached details 
of this project to the Eastern Coun- | 
cil of the Four A’s in December. | 
(ADVERTISING AGE, Dec. 11.) Work| 
has progressed at a_ satisfactory 
pace since that time, he reported 
today. 

Preceding Mr. 
platform, Mr. 


30. 


wr 


_ 7 
. : » 


Nielsen on the | 
Young took occasion 
to emphasize that the Bureau, al- 
though expanding its research 
activities, had no intention of com- 
peting with such private research 
organizations. 

The major theme of Mr. Nielsen's 
address was emphasis upon the 
wide gap existing between factory 


g you 


Like 


Tell us just how you want ‘em and 
that’s how your photostats come back to 
you. All the AtlasSetup of 16 cameras, 
5 separate studios and 48 AtlaService- 
men are only background for the one 
big AtlaSecret of success: We know 
how to follow instructions. Atlas, at 
your service! Phone WHlItehall 7575. 


ATLAS Photo-STATS 
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ie agape 
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M...: MILLIONS find it in the mag* 


zine stories they read. 

It turns a ton and a half of steel and 
rubber into Cinderella’s coach, a railroad 
ticket into a magic carpet unrolling ' 
Sun Valley or Bagdad, a few cents’ worth 
of lipstick into an enticement that Clee 
patra would have envied. 

To whom does “escape” do these funn) 
tricks? 


To housewives and salesmen—to cos 
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Buick Winter Copy 


Designed to Spur 


Reynolds, Beaton 
Take KMPC Posts 


the drive will cover all main routes 
throughout the southeast leading 
into Florida, carrying the Buick 
slogan, “Best Buy’s Buick.” 


With initiation of full-time opera- 


No “Parade” Planned | 
Associated Grocery Manufactur- | 
ers of America has decided against | 


, : : ;  taannto tele ca ae conducting another “Parade of 
Off-Season Sales —_ puck cntered. the new year with IPC. Beverly Hills-Los Angeles, | P'RTess” promotion in 1940. The 
approximately 15,000 unfilled retail has also increased its man comer “)association declared that the 1939 


Flint, Mich., Jan. 24.— Buick 
Motor Division has launched an ag- 


orders, more than double those on 
1938. 


| hand at the beginning of 


the sales staff for 


Bob Reynolds, who has been on 
two years, 


has 


event was a great success, but that 
those members of the grocery in- 


R + pak ap “ 'Fourth quarter retail deliveries peen appointed sales manager. Wil- dustry who contributed time, talent 
bray tindnecnticnygy-siy — — were 35 per cent ahead of the like liam J. Beaton has been named ane n $5 Sassen at om’. “~~ 
ng for one of the largest budgets 1938 period, while total sales in the sales promotion manager. He will phe Faye te Be — not be | 
ever used by the company at this | qomestic market for 1938 were 224,- be assisted by Bill Anderson, in |“°™S® UPON again so soon 
eason of the year. Principal ob-! 611 cars, the largest volume in more Charge of publicity and public rela- a 
fective is to maintain both dealer | than 10 years. ‘tions. CBS Promotes Marsh 
and consumer interest, following the : a Allyn Jay Marsh, a member of 
close of a record year in 1939. St : |the sales department for more than 
_ rong with Agenc eer ae por Bn oa 
The schedule this month and in Buys “Windage” 1g : g cy |ten years, has been appointed as- | 
February includes class and general : | T. S. Strong has joined Ivey &|sistant sales manager of the Co-| 
va , het ied ” 2 295 Pacific Sportsman, San Francisco, | Ellington, Philadelphia. He was | lumbia Broadcasting System. He | 
a sonst USINeSS estgg ee has bought Windage, hitherto pub- |formerly president of Strong, Cobb |succeeds W. H. Ensign, who con- | 
newspapers and outdoor advertis-|lished in Gresham, Oreg., for rifle|& Co., Cleveland pharmaceutical |tinues in the sales department with | 
ng. Posting in the latter phase of ; manufacturer. 


and pistol experts. other duties. 


For home partic, the Hardy Fansty 
Conon: 6 BIG BOTTLES for 25 


New Pepsi-Cola copy, featuring the 
| pretty girl shown here, will augment the 
| company's comic strip campaign. The 

pretty girl is scheduled to appear in 
47 newspapers in the New York area. 


Pretty Pop Sipper 
Aids Comic Cops 
for Pepsi-Cola 


New York, Jan. 23.—Augmenting 
its “Pepsi and Pete”’ comic strip ad- 
vertising which is now appearing in 
209 newspapers’ throughout the 
country, Pepsi-Cola Company today 
began a new series in 47 daily 

|}papers in the Metropolitan New 
York area. Insertions of 420 lines 
| will appear at weekly intervals until 


spring. 

| New copy features a pretty girl 
| perched on a fence and holding a 
| bottle of Pepsi-Cola. The caption 
jis “It’s swell sippin’.”. Copy goes 
'on to describe the “taste thrill” to 
be gotten from the product, and 
| suggests “Join the swing to Pepsi- 
| Cola today.” 

The economy appeal which for- 
/merly dominated Pepsi-Cola adver- 
| tising is not entirely ousted by the 
flavor story. “Each big bottle holds 

12 full ounces” and sells for five 


cents, it is pointed out. Newell- 
, |Emmett Company directs the ac- 
‘ s count. 
: 
1a ‘Bruce Publication 
er, Is 50 Years Old 
Lo American School Board Journal, 
z. Milwaukee, will issue a golden an- 
oe! > niversary edition, dated March, 
whe’? a A 1940. 
* * Be ; a es a The paper was first published in 
5 aietle . ig —<2 oe, t di March, 1891, by William George 
me ny = me o a = Ls 2 4 4 a 


Bruce, who is still active with the 
Bruce Publishing Company. 


movies, sends crowds to foothall and 
for it in Times Square, New Year's Eve William A. Glenn, formerly with 


oa: rs You, has joined the New York sales 
we eae eTer > = staff of House Beautiful. 


= There are dozens of ways of escape. It fills theatres, throngs 
hockey games. A million or more New Yorkers looked 


Cui, = ete 


Joins “House Beautiful” , 


ats ae . ‘. a; aye 


naga § uters and county clerks—to girls behind to you at the same time. That Cosmopolitan’s newsstand sale is | 
ind girls in front of the counter—to busi- No one can tell you where they a// may the world’s greatest for any 25c maga- | 
| and ff %ss men and business women—to debu- be found—but we can tell you that more zine—that 94" of its subscription pro- 
ilroad  &antes and serious thinkers. than 1,850,000 of them buy Cosmopolitan duction is at basic prices—that 87°o of | 
ng © Find these people and you have sold each month, and that more than 4,500,000 its circulation is concentrated in urban | ’ 
worth ff jour eoods—because they read with their of them read its novels, book lengths, trading centers are simply facts that | 
Cleo: § ™unds faster than more stolid folks read short stories and articles—which, by the hallmark the ability of Cosmopolitan’s | 
vith their lips. definite measurements of “Best Sellers,” readers to follow their hearts’ desires with | 
funny § Find these men and women who seek “Distinctive Short Stories,” and “First the cold cash that keeps your workers | 
‘scape” and you have found people Run Movies,” are easily the best in cur- busy, your salesmen on the jump, your | 
» conr | 


*ho’ll open their hearts and pocketbooks rent magazine fiction and fact. 


stockholders happy. i : . 
News of Monday through Friday 


explained and interpreted = 


delivered Boston to Las Angeles 
AME | the following Monday. 
0) THE fASTEST MAGAZINE - 
| ON NATIONAL AFFAIRS 
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AIDS HOME DECORATION 


Voice of the Advertiser so te Melieg SASS 1S 


on the wall!” — Cea Ty. = 


This department is a reader's forum. Letters are welcome. 


Red Pants in a ARMENTIERES, 1940 All Aboard 


> Editor: Back in the old} 

French Dugout 70 te 5 mere 
days before’ prohibition, James 
To the Editor: While in the of-| | 


b \ 


tver pRody sere. 


| Thompson, the founder of our com-| 


fice of F. O. Koontz of the Quaker | pany, used to have a lot of fun with | 
State Oil Refining Corporation, Oil | the presidents of the various rail- 
City, Pa., recently, he showed me | roads. That was in the days when | i 
a letter from a Captain Roderick | | railroad passes were distributed imPperiat 
Fulton of the British Expedition- rather freely. Jas bebe. 
ary Forces in France, asking for a] Mr. Thompson always sent the| WALLPAPERS ( 
copy of the attached advertisement, | |president of each of the railroads | 
known as the “Red Pants” adver- la pass on Glenmore’s own private | ! 
tisement, so that he might hang it railroad—the Owensboro and Else- | 1 
up in their dugout somewhere on where—and, of course, the president | ‘ 
the Western Front. sent him one in return. ( 
FRANK J. HURLEY, JR., | While our railroad is not as long| 
Crowell-Collier Publishing Don't ler winter catch yow unprepared |as the New York Central or the | 
Company, New York. |Pennsylvania, and we only have| 
> Soe The boys in the British Expeditionary |four locomotives and twelve cars ( 
Courageous Copy iy —_ _— pg ee gaan paower ny a - 120 mn sot : 
a Quaker State ot! ad a ' |ertheless handle a lot of freight 
Produced Results inspiration. cars in and out every day. I 
“a prea aaa PE ggyt of the Therefore, to start 1940 off with | l 
evelan ain Dealer were re- P a al sien le tittle ] 
cently startled by what appeared to Orchids for Monsanto pollong et, can aie a ee \ 
be a new high in frank copy. The | To the Editor: Since recent | very specific conditions set forth on 
ad was sponsored by an automobile | weeks have seen ADVERTISING AGE’S|the back. If at some time during 
dealer and appeared as a classified | letter page blossoming with orchids| the year you are in Owensboro, our | antiedeahineebiaianadatiis QOS pe | 
display insertion, two columns on | « ‘in the raw,” perhaps a postscript! conductors will be happy to honor | nest, Geter thane nie 5 tske ! 
45 lines. | might be written with these orchids | the pass over Col. Glenmore’s line. | Guaranterd Washabilitg? r 
, aye ay ~ main oe ‘that were seen in a Vuepak oon A. P. BONDURANT, trayevial Washable Wallpapes . 
ine, “Attention Suckers!” and con-| tainer. sean’ anager ‘ : ‘ wocalen ton aosteanciamenesratatel a eee a 
tinuing through the entire layout | This four-color page appeared in | reser tng ‘Game te. : enlsinaisinsitnien 
was a refreshing change of pace. A/the December, 1938, issues of Busi- | ville, Ky. si ' , 
1937 Lincoln Zephyr, for example, | ness Week, Fortune, Newswe ek | (Editor la Note: The O&E as- 
was described as “not deluxe, just|and Time—the first national adver-| sures us, among other things, that} $e are Se eaten 7 
an old Standard. Was painted an|tisement on rigid transparent Vue- ithe road is “scream - lined, fool- CANCHINED ONTRIRUTORS, DEALERS AMO FEGITIERED CRAFTSOON FvEEYwuteE ; . 
Eagle gray, but you'd never think/pak produced by Monsanto Chem-| proof and travel- proof”). ' 
it. Has a fiddle and stove but if|ical Company’s plastics division, A new attempt to take wallpaper merchandising out of the ‘cracker-barrel’ 
they work it’s a miracle. The|which has since become a stand-| Re: Milk Comtaieoee era will be launched by Imperial Paper and Color Corporation, with aggressive 0 
speedometer guesses it’s been|ard part of the packaging business. | cs a: copy scheduled for a list of national magazines next spring. J. M. Mathes is e 
around the world about 20 times...| Neither our client nor ourselves | To the Editor: I see by ADVERTIS- the agency. p 
The most unsightly mass of iron| were striving for an orchid “first,” ING Ace one me daily prints that | ; f; 
ever called an automobile and yet| put in view of the interest in “who | Chicase — =", a courty, it’s nineteen-forty.” A|“Let’s all be sporty in nineteen- : 
we are asking only $545 dollars for|was first with the orchid theme” milk in two-quart containers -_ break ft - the ladies, it's Le: ty.” 
it” mang : thus reduce the price to the con-|break for the ladies, for it’s Leap) forty. i ¢ 
it. we are wondering if this might not| © ‘ I Year. vou know. Mary G. Tuck, 2 
Within 24 hours the car was sold.|pe the initial appearance of the) oa _ ee join the war ‘tea’ in nine- Philadelphia. ; 
Other “terrible” cars were de-|jordly flower in a transparent pack- | pastrg tendon pcp-viggnelbarte to — teen-forty!” Just a little advice on| (Editor's Note: How about ex- : 
scribed in the ad, too. Financing | age. | to put this idea into execution that eenian enh of war | monenl the hone that additional E 
: . - + aii gp mers ‘ i ping out of war. pressing e hope that a ni 
was designated as “high as the rest. S. M. BALLARD the man on the street might be for ad a. Somane will he neat } ated 
Tiana , sept wrtaee sans ‘ given for suspecting that they are ast, but not least, a feeling of slogans will be neat out not gaudy e 
Winding up with the signature of) Copy pirector, Gardner Adver- |}... sgt Jieve they | good times might be awakened with in nineteen-fawdy” ) Q 
Blau-Searles, Inc., the copy advised: | ticing C ieee Te Cal | trying to side -step. I belie ve they 
“Randolph 2400 is our phone, but | ising Company, st. Louls could build a little goodwill for | 
we seldom answer. If you want to | -- ws | themselves by using paid space to 
be taken, get here before 9 P.M.” | frre rangl ag hon eo pagers — | 
G. M. STAPLEs, ss waiting for the new containers to : 2 
Farson & Huff. Louisville, Ky, | Competition come through. : 
. # To the’ Editor: Does Mark JOHN MILLIKEN, le 
The Eyes Have It Twain's little boy point to the Chicago 
a . ‘ “Travel the Gay Loco Ballantine "= * 
To the Editor: Since your pub- Way?” Or does he laugh at the| She Hadn't Orty 
lication first reprinted a few of the - s 
strange quirks in ad-position, I’ve — Even in 1940 n 
spotted many of them on publica- | & To the Editor: “Make a sortie u 
tion pages—two of which you've che in nineteen-forty!"” How's this for n 
run during the past two months in ie a slogan? Please ask G. L. Price p 
your editorial columns. More of Ch) of Los Angeles how he likes it. He | 
your readers should play this game A, seemed quite anxious in the Jan. 
of spotting amusing ‘“ad-mixtures.” “y 15 issue of ADVERTISING AGE about 
It's more fun than anything. A’! jy || finding a slogan for 1940. He was 
Another outstanding ad-mixture & |figuratively standing on his head 
is to be found in last week's issue ee and shaking out his pockets for 
of Life. Adjoining the “Pictures to ee | | words to rhyme with forty. It dis- 
the Editor’ department is a May- turbed me no little. I am very 
belline ad, featuring the headline, whoa fond of slogans and hope my hum- 
“Look at Life with Beautiful Eyes” iw ble offering may help. 
and reproducing exactly such a pair | § n/) (Zs) Funk and Wagnalls’ Dictionary | 
of orbs. In the editorial columns, ee HW ang aa says “sortie” is a sally of troops | 
directly alongside this ad, is the [POTATOES] aa BALLANTINE'S ALE & BEER from a besieged place to attack the | : 
picture of the Lincoln figure in the : besiegers. Being a militaristic vear, perish from the earth. ee 
Mount Rush Memorial group. The ~ ; “sortie” ought to be applicable to 
copy explains: “This recent pic- “Handy” way and rd “For Less the times. An attack on the de- 
ture .. . shows how Sculptor Bor-| Paring Waste . . . ete.” (see bal- jong of depression (the besiegers) 


glum manages to give expression to loon) get Maine potatoes and make should not be out of order. THE GREATEST FORCE FOR AMERICANISM 


eyes of granite.” Obviously, Life yourself a bit of any of 300 brands If Mr. Price prefers to take it 


” 


goes a step further than Maybel-|f Irish whiskey” “in the rough,” maybe “Shoot it TODAY IS THE AMERICAN LEGION 


line! ADELA J. LANDAU, Shorty, it’s nineteen forty” would 
SAMM S. BAKER, Joseph Katz Company suit him. It packs action =. . . . — 
2 , = — ae rnd : > CREE TICs eg aires are leaders in thy 
| Fes H. M. Kiesewetter Advertising New York. Here’s a romantic one — “Be ne apenas of The American | ee aia leaders wie. 44 
oF . Agency, New York. Legion is reflected in the edi- communities...engaged in 32 4 
¢ - = AND IT WASN'T A MISTAKE torial policy of The American American services for all Am 
Okays Inverted Poster Legion Magazine...owned,  icans...earning incomes mo! 
” ™ » Dane ‘ , = . : . ; ° 
To the Editor: Pursuant to vari edited and published by Legion- — than freice the national averag 
ous matters of advertising research | . eget , ‘ ; - 
Tia and historical data that appear in S982 2p naires...geared in its editorial totaling 2'S BILLION DOLLA! 
a your publication from time to time, G37 osnwiog *, content to the thinking of Legion- ANNUALLY. 
you may be interested in the en- 9 / ' . , — = 
: iy be Ja}i0q Z naires...read from cover to cover Your advertising in The Amet 
closed photo . 
This is the first instance to my 89350} e by 1,000,000 Legionnaires and Legion Magazine taps this 


knowledge that 24-sheet posters 
have been posted, purposely and 
with malice aforethought, upside 
down on the boards 


their families. mous reservoir of Legionp 


The Clmceutar 


ae The appearance of this photo- r "hh 
3 - graph in your valued publication ETON MAGAZINE 
a 7 may at least start another contro- = enemas d 4 I . 4 a 4B. 


versy as to “who did it first.” Columbia Brewing Company, St. Louis, pasted some of its current poster copy 
‘ B. C. WHEELER, upside down to accent the fact that its Alpen Brau beer ‘tastes better any way 
Compton & Sons, St. Louis you look at it.” Compton & Sons Lithographing Company produced the poster. 


We welcome the opportunity to show a presentation demonstrating Legion activities and purchasing pow ' 


The American Legion Magarvine, F. L. Maguire, Adverti«ing Director, 9 Rockefeller Plaza. N.Y. C. Car 
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Seri ee 


a oo ea 


° commentator. Besides numerous ° ° 
Radio Poll Shows NBC sustaining chores, Stern is Gain of 7.8 /O 
sponsored by Adam Hat Stores on a 

regular series of boxing broadcasts. Reported for 
H. V. Kaltenborn, for Pure Oil . 
Tested Talent Company, led the news commenta- 1939 Roto Linage 
tors. Lowell Thomas, sponsored by New York, Jan. 24.—Rotogravure 
v Sun Oil Company, ranked second. jinage totaled 12.166.254 during 
as ops in |The New York Philharmonic Or- 1939 an inceease of 
pe asi ‘ : nd ,» an increase of 7.8 per cent, 
| chestra, heard over CBS as a sus- Timhedte.Clark 
— . at radia | taining feature, headed the sym- erly -Clark Corporation re- 
New York, Jan. 23.— That radio | ean oes Sa ie mn - ported today. The 1938 total was 
ertisers were content to “stand Eee gree “ Hoe i iiilisieee tt Ee 
3 “ae ’ : | Sunday Evening Hour. ee <i 
pid aed eae hog 0 eg a A breakdown of total rotogravure 
ne’ _ a " . linage revealed that the gain in the 
a — ee ad — of the Miss McGiveran Moves total was due to a 25.1 per cent in- 
. De lowe wins h re ‘tan ten Dorothy McGiveran, formerly | crease in national rotogravure lin- 
radio © = R c Dail jus onl with McGiveran-Child Company, | age. National linage totaled 
completed by adio = | Chicago, has joined Jim Duffy, Inc., | 7,496,746 last year as compared to 
Che list of favorite programs was| Chicago agency, as account execu- | 5.995.414 in 1938 
marked, with a single exception, by| tive. Miss McGiveran will contact peer rotogravure totaled 4.669.- 
the absence of newcomers. The} Esquire-Coronet, Inc., and _ the 508 iene . iaidinns ~ im ages, aa 
Jell-O program of General Foods| Quarrie Corporation, publisher of ra the § 286 795 re aad in tone 
Corporation, starring Jack Benny, | “Childcraft’ and “World Book or 4 free ae reported in 1936. 
repeated as the favorite, with | Encyclopedia. the total, color rotogravure ac- 
Standard Brands’ Chase & Sanborn 
show, starring Edgar Bergen and 
Charlie McCarthy again a close) 
second. The Bob Hope program for 
Pepsodent Company was the only 
newcomer to the select group, rank- 
ing sixth and replacing Rudy Val- 
lee's hour for Standard Brands | 
which is now off the air. 


Benny Takes Honors 


Jack Benny again walked off with 
major honors. Besides the pre-emi- 
nence of the Jell-O program, he} 
was named the favorite entertainer 
and the favorite comedian. Fred 
Allen, whose sponsor is Bristol- 
Myers Company, ranked second) 
among entertainers and third among 
comedians, with Edgar Bergen also 
gaining a second and a third in 
these classifications. 

“Information, Please,” the pride 
of Canada Dry Ginger Ale, Inc., 
emerged with new laurels. The 
program was ranked fourth among 
favorite shows, behind Jell-O, 
Chase & Sanborn and Bing Crosby's 
“Kraft Music Hall” for Kraft Cheese 
Corporation, and received more 
votes than any other show in win- 
ning out as the leading quiz pro- 
gram 

Top dramatic show was the per-| 
ennial favorite, ‘“‘Lux Radio The- 
ater,’ sponsored by Lever Brothers 
Company Nelson Eddy, of the 
Chase & Sanborn cast, was named 
the leading classical male vocalist, 
and Margaret Speaks, sponsored by 
Firestone Tire & Rubber Company, 
led the female classical singers. 


Connie Boswell Tops Kate Smith 


Bing Crosby topped the male 
singers of popular music, with Con- 
nie Boswell ousting Kate Smith as 
the female leader. Miss Boswell is 
now heard on the “Good News” 
program for Maxwell House coffee, 
sponsored by General Foods. “Let's 
Pretend,” a Columbia Broadcasting 
System sustainer, led the children’s 
programs. 

Guy Lombardo, sponsored’ by 
Lady Esther Company, headed the 
dance bands, and Standard Brands’ 
“One Man’s Family” the dramatic 
serials Bill Stern replaced Ted 
Husing of CBS as the ace sports 


COLLINS 


<4 

Irs going like wildfire!” 

Thanks ... but if you’re talking about magazines 
. . . leave BUSINESS WEEK out. Our fire isn’t the wild 


HUTCHINGS kind at all. It’s slow and steady and persistent. 
It’s true we've gained a heap of advertising lineage 


ING in the last five years going from 752 pages to 
, 1269, up 68.7% !... 

It’s true we've gained in circulation 
93,000 to 112,000, up 20°, ! 

But we've done all our growing year by year. There 
haven't been any pushes, there haven't been any scram- 
bles. 

And that’s the way we'd rather have it. That’s the 
way to keep from bulging at the seams. That’s the 
way you make friends, instead of fly-by-night acquaint- 
ances ... that’s the way you produce results, instead 
of hypnotizing just with promises. 


going from 


PHOTO-ENGRAVERS 
IN CHICAGO 


for 527,32: Ss; oT )- : 
a 53808, lines: mono- 100-Year Old Clothier 
2 Takes Special Events 
Foreign Language Leon Godchaux Clothing Com- 


“ va pany, New Orleans, celebrating its 
Radio System Ready one - hundredth anniversary _ this 
Forjoe & Co. has formed Nationa! Ye@!. has signed a contract covering 
Foreign Language Broadcasting sponsorship of all special events 
System with headquarters at 19 DrOadcast over Station WWL, New 
West 44th street, New York, to Orleans. ; 
provide a central point for placing rhe company will also sponsor 22 
business on foreign language radio Mardi Gras broadcasts. Fitzgerald 
programs and a central bureau of “4vertising Agency, New Orleans, 
information. directs the Godchaux account. 
Both live programs and transcrip- 
tion facilities will be made avail- . : 
aod Weimet Plans Drive 
—_——-- Weimet Company, New York, has 
. )lanned a campaign in photographic 
Mo . 
ncour Shifts magazines supported by spot radio 
Fred K. Moncour has joined Wey- | for its Gem Transparents, water 
gand Shoe Company, St. Louis, as/| coloring sets for amateur photogra- 
sales manager for Admiration shoes | phers. The campaign, to be launched 


for women. He has been with|in the near future, is being handled 
Brown Shoe Company and General} by Jasper, Lynch & Fishel, New 
Shoe Corporation. | York. 


So we're going to keep right on operating under the 
same old motto: 

We're going to keep on reporting the news of business 
for business. We're going to keep on examining 
diagnosing interpreting this business world of 
ours and reporting on what may happen Tomorrow— 
rather than what became of Yesterday. 

In short, we’re going to guard for BUSINESS WEEK 
the place it already has as the one weekly magazine 
that’s all business. 

And we're going to concentrate on keeping the friends 
we have already and making new ones as the 
months roll by! 


BUSINESS WEEK 


Active Management's Magazine 
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Railroads Look 
to Domestic Travel 


Boom During 1940 


Expect Expanded Bud- 
gets; Will Tie In with 
East, West Coast Fairs 


Chicago, Jan. 24 With both East 
and West Coast fairs set for return | 
engagements this year and a domes- | 
tic tourist boom in the offing as the | 
result of conditions abroad, the na- 
tion’s railroads are developing mer- | 
chandising plans that may set a 
new high in aggressive twansporta- | 
tion promotion, it was indicated last | 
week-end when the American As- | 
sociation of Railway Advertising | 
Agents held its annual convention | 
here. 

The two-day meeting was packed 
with discussions that ran the full 
gamut of merchandising ingenuity 
and emphasized the rapid progress 
of railroad advertising as an inevi- 
table corollary of technical develop- 
ments in the transportation field. 


Plan Fair Promotions 


A substantial portion of the pro- 
gram was devoted to tie-ups with 
the two fairs and the consensus was 
that travel to both expositions will 
again be a dominant copy keynote 
of railroad advertising during 1940. 
Representatives of both the New 
York and San Francisco manage- 
ments addressed the advertising ex- 
ecutives and promised full coopera- 


RAILROAD ADVERTISING CHIEFS ANALYZE 1940 MERCHANDISING PROBLEMS 


eee 
Bt ee ries ‘ 
or 


3 ee Ks 
Fae 


(Above) H. L. Weir, 
J. C. Gilpin, 
Pacific; 


R. F. Irwin, Delaware, 


Western. (Below): O. F. Cooper, 


Pennsylvania Railroad: 
and F. Q. Tredway, Southern 
Lackawanna & 
Atlantic 


Coast Line: Ivan Coppe, Great Northern; G. T. 


Savege, Illinois Central; W. M. Rodie, 


Island; Ray Maxwell, Missouri Pacific. 


tion in merchandising their attrac- 
tions. Official dates for the New 
York fair will be May 11 to Oct. 27; 
San Francisco, May 25 to Sept. 29. 


Study Potential Customers 


Indicative of the broad scope of 
current railroad advertising was a 
series of discussions on educational 
material directed to school children; 
the technique of operating contests; 
production of travel films; use of 
radio transcriptions; outdoor spec- 
tacular, and trends in newspaper 
copy. 

George A. Kelly, vice-president 
of the Pullman Company, outlined 
the advertising activities of his or- 
ganization during the past few years 


and pointed to a newly-developed | 


public appreciation of Pullman 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 
We will gladly give you an ste of this | 
field as it applies to your busi 


SEED WORL 


Published every other Friday 
223 W. Jackson Blvd. Chicago, lL 


travel. He also indicated that an | 
expanded newspaper campaign is in | 
| the offing. 

| 


Israel Named President 


Chicago, Burlington & Quincy Rail- 


road; C. P. Moore, Union Pacific 
Railroad; R. A. Willier, Wabash 
Railway; R. F. Irwin, Lackawanna 


Railroad. E. A. Mitchell, Sante Fe 
Railroad, was named treasurer: and 
| E. A. Abbott, Poole Bros., Inc., Chi- 
cago, secretary. 


Pepper Elects Butterly 


George Butterly, who recently re- 
signed from Frank Kiernan & Co., 


New York, has been elected vice- 
|president of J. W. Pepper, New 
York, and will be in charge of new 
business for Ge agency. 
Lane Shifted 

James S. Lane, assistant adver- 


| tising manager of Investors Syndi- 
cate, Minneapolis, has been trans- 
ferred to the sales department. 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST., N.Y. C. 


241 E. ONTARIO ST., CHICAGO 


Rock 


(Above) Officers: 


Santa 


Seated, E. A. Mitchell, 
Fe, treasurer; G. T. Savage, Illinois 


Central, retiring president: R. E. Israel, Centra! 


of N. 


Jennings, Burlington; 
vice-presidents; 


Vet i ea _ aa 


(Above) Seated: G. A. 
Semmlow, Milwaukee; J. F. 


Burns, 


Gui 


Official 
de; S. 


Railroad 
E. McKay, 


B. & O.; C. D. Perrin, 


Poo 


nor, 


le Bros.; W. T. Gay- 
N. Y. Central. 


(Standing): O. J. McGil- 


lis, 
tav 


c. 


(Right): 


Great Northern; Gus- 
Kaiser, Lehigh Valley; 
H. Kilburn, N. Y. C. 
A. W. Eckstein, 


1. C.; E. L. Pearce, Penn- 


sylvania: 


mic 


Motor 


R. E. McCor- 
k, Rocky Mountain 
Company; L. P. 
Green, Soo Line. 


Coming 
Conventions 


R. E. Israel, advertising agent, | 
Central Railroad of New Jersey, 
was elected president of the associa- | Feb. 4-5. Midwinter meeting, 
tion, succeeding George T. Savage,| Southern Newspaper’ Publishers 
advertising agent, Illinois Central | Association, Biltmore Hotel, At- 
System. Other officers were elected | lanta, Ga. 
as follows: Feb. 9-10. Pacific Coast Con- 
Vice-presidents: F. E. Heibel,| ference of Sales Executives, Palace 
Nickel Plate Road; R. W. Jennings, | Hotel, San Francisco. 


In- 
As- 
York, 


Feb. 9-10. Annual meeting, 
terstate Advertising Managers’ 
sociation, Yorktown Hotel, 
Pa. 

Feb. 20-21. Annual meeting, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 

Feb. 22-March 1. Insurance Ad- 
vertising Conference, Hotel Bilt- 
more, New York. 

March 26-29. 
Exposition and 
Astor, New York. 

April 23-25. Annual convention, 
American Newspaper’ Publishers 
Association, Waldorf-Astoria Hotel, 
New York. 

May 3-4. Annual 
Advertising Affiliation, 
ler, Buffalo, N. Y. 

June 4-7. Annual 
Lithographers National 
Del Monte, Cal. 

June 23-27. Annual convention, 
Advertising Federation of America, 


Annual Packaging 
Conference, Hotel 


convention, 
Hotel Stat- 


convention, 
Association, 


Chicago. 


July 7-10. Annual convention, 
Pacific Coast Advertising Clubs As- 
sociation, Vancouver, B. C. 


Michelson Joins Mack 


Charles Michelson, who has been 
operating his own radio transcrip- 
tion service in New York, has been 
appointed radio director of Norman 
A. Mack & Co., New York. He will 
also continue his own business 


Two for MacAfee 


Norman S. S. MacdAfee, 
delphia, has been retained as ad- 
vertising counsel by John J. Felin 
& Co., pork packer, and Charles W. 
Young & Co., soap manufacturer, 
both of Philadelphia. 


Gets State Account 


The Massachusetts Development 
and Industrial Commission has ap- 
pointed the Lavin Company, Bos- 
ton, to handle recreation advertising 
in 1940. C. C. Palmer will be 
account executive for the campaign, 
details of which are in the making. 


Phila- | 


“Typical Customer” 
‘to Work for P&G 


“Mrs. Typical Customer of 1940,” 
who is Mrs. Roy Fleming of Hot 
Springs, Ark., will be featured in 
newspaper and radio advertising of 
Crisco shortening by Procter & 
Gamble Company, Cincinnati. 
Compton Advertising, New York, is 
the agency. 

Mrs. Fleming won a nationwide 
competition staged by the National 
Retail Dry Goods Association during 
National Demonstration Week last 
year for the best letter from a store 
customer. She was featured at the 
recent NRDGA annual convention 
in New York. 


Station Rates Decreased 


The Columbia Broadcasting Sys- 


tem has reduced rates for Station 
KGGM, Albuquerque, N. M., and 
WKAQ, San Juan, Puerto Rico. 


Base rate for KGGM has been re- 
duced to $100 per night-time hour. 
The new rate of $125 for WKAQ 
has been made possible by the 
lower charges for point-to-point 
transmission from Miami to Puerto 
Rico. 


Gilmore Joins Marsh 


Robert H. Gilmore has joined the 
sales staff of Martin L. Marsh, East- 
ern representative of the Cincinnati 
Times-Star, with offices at 60 E 
42nd street, New York. 


Norman Bel Geddes 


J., new president. (Standing) R. W. 
R. F. Irwin, D. L. & W., 
and E. A. Abbott, secretary. 


|Coty to Continue 
Magazine Color 
Copy in 1940 


(Picture on Page 29) 
New York, Jan. 23.—Following a 


banner sales record achieved in 
1939, Coty, Inc., has increased its 
promotion budget substantially and 
will continue the policy of backing 
some of its cosmetic products with 
color pages in magazines. 

The Air-Spun powder line, per- 
fumes and lipsticks will be adve 
tised in Good Housekeeping, Har- 
| per’s Bazaar, Ladies’ Home Journal, 


Life, McCall’s, The New Yorker, 
Redbook and Vogue. Year around 
newspaper schedules in 31 cities 


will supplement the magazine drive 

A special campaign for Sub-Deb 
lipstick will appear in Macfadden 
Women’s Group, Photoplay, Screen- 
land Unit and True Story. Single 
columns in two colors will be used 
for the first time in this phase of 
the program. 

Point of sale promotion for 1940 
|includes a compact counter mer- 
chandiser which both holds and dis- 
plays the Coty line. The unit has 
|been termed the “Sell-arium’ in 
trade promotion. J. D. Tarcher & 
Co. is the agency. 


SEE PAGE 10 
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WINTER PUSH FOR TYPEWRITERS Meat Institute fined to color spreads in Life, fea- covering leading publications in the : 


SENSATIONAL IMPROVEMENT 
MAKES EVERY LETTER BETTER 


“ony f eco MACK Margy 
ESAS ace aor 
YD s \ aa a 


& \reedom for Seererarios' 
eg a eee 


| 


THe NW Svet Saces! 


|age campaign to be waged by the 


turing recipes for making the popu- 
lar meat products even more tanta- 
lizing. 

Synthetic casings are not men- 
tioned in the advertising, since the 
sausage to be featured will be types 
to which such casings have not yet 
been adapted. 


Copy First Step 
in Joint Drive 


(Picture on Page 29) 
Chicago, Jan. 25.—While the saus- 


Institute of American Meat Packers 
does not involve a large sum of 
money, it is regarded as significant 


Enlist Trade Support 


Although consumer copy does not 


|tute’s committee on sausage in nat- 


Ce ee ee 2 


omer worm 
[GsaiTH. 


both because it represents the first 
| cooperative advertising done by that 
organization after long discussion 

Strategy in- 


and because of the 
volved. Consumer copy will be con- 


break until Feb. 26, an aggressive 
trade campaign will be waged in 
the meanwhile, beginning with an 
insert in the next issue of The Na- 
tional Provisioner, and thereafter 


Both Royal Typewriter Company and L. C. Smith & Corona Typewriters, Inc., 

have launched special drives, aimed at business executives, to spur winter sales 

in this field. Royal stresses its “Magic Margin,’ while Smith heralds "A New 
Freedom for Secretaries." 


Royal, L. C. Smith Blackett Calls 
Expand Campaigns Flood of Ideas 


retail meat field. Leo Burnett Com- 
pany is handling the campaign. 

H. W. Clubb, Cudahy Packing 
Company, is chairman of the Insti- 


ural casings. The advertising com- 
mittee comprises William Kinnaird, 
Swift & Co.; James Weber, Armour 
& Co., and Don Smith, Wilson & Co. 
Andrew Duncan is account execu- 
tive. 


.) Ld 7 
Review” to Move 
Underwear & Hosiery 
New York, will move to 
son avenue about Feb. 1 


Review, 
185 Madi- 


as Sales Rise 


New York, Jan. 23. — Reflecting 
the improvement in general busi- 
ness are the two campaigns recently | 
launched by Royal Typewriter 
Company and L. C. Smith & Corona 
Typewriters, Inc., both of which are 
devoting special attention to copy 
aimed at business executives. 

Royal, concluding a record sales 
year in 1939, has scheduled copy in 
Collier’s, Fortune, The Saturday 
Evening Post, Time and_ several 
other publications to stress the im- 
provement in letter appearance 
given by the “Magic-Margin” fea- 
ture of its machine. Insertions 
illustrate three letters of varying 
length and play up the slogan: 
“Magic-Margin Makes Every Letter 
3etter.” 

Margin Major Element 

A newspaper campaign in 35 
cities prefaced the magazine copy, 
advising potential customers that 
the trade-in year for typewriters 
begins Feb. 1. Buchanan & Co. is 
the agency. 

L. C. Smith has also seized upon 
margin setting as an important ele- 
ment in its story, placing particular 
emphasis on an automatic setting 
which can be operated with one 


hand. A touch selector with seven 
adjustments, new card holder and 
a new line space mechanism are 


other features. According to head- 
lines of new magazine copy, these 
mean “new freedom for secretaries!” 
A model secretary, holding aloft the 
torch of Miss Liberty and standing 
on her pedestal, illustrates the idea. 
55 Cities in Drive 

The Smith drive started this week 
with small space in 102 newspapers 
in 55 cities, with the Feb. 1 trade- 
in deadline also used as the copy 
lead. The magazine schedule in- 
cludes Business Week, Collier’s, 
Fortune, Life, Nation’s Business, 


Newsweek, The Saturday Evening 
and Time. 


Post Newell-Emmett 


THE NORTHWEST'S LEADING RADIO STATION 


STP 
20,000 
WATTS 


NBC BASIC RED NETWORK 


MINNEAPOLIS & ST. PAUL, MINN. 


|the publicity 


Today's Danger 


Chicago, Jan. 23.—Acceleration in 
the time rate of transmission of new 
ideas represents the chief contrast 
between the present and the past, 
Hill Blackett, president of Blackett- 
Sample-Hummert, Inc., and Repub- 
lican national committeeman for 
Illinois, said in an address today | 
before Chicago Post 170, American | 
Legion. The public is confronted | 
with a new idea almost daily, Mr. | 
Blackett said, and as a result is| 
suffering from a severe case of men- | 
tal indigestion 

This speeding up of the transmis- 
sion rate for all sorts of new con-| 
cepts needs to be publicized, Mi 
Blackett asserted, if the average | 
man is to understand the chief dif- | 
ference between the present and | 
past, and to orient himself to the 
new situation. The agency leader | 
did not discuss the implications | 
from the advertising viewpoint. 


Theory of Government 

Mr. Blackett said that for the past 
20 years, the 75 or 80 per cent of 
“middle class’ Americans, who 
never think of themselves as a class, 
and to whom the word itself is re- 
pulsive, have allowed the remaining 
20 or 25 per cent, who operate on 
the theory that the government 
owes them a living, to run the af- 
fairs of the United States 

The political party which can 
unite this hard-working, God-fear- 
ing and debt-paying majority will 
not only be swept into power, but 
receive the country’s thanks for | 
perpetuating its institutions and 
philosophy, Mr. Blackett concluded. | 


. 
Lynge to Carrier 
Carl M. Lynge, Jr., has joined the 
advertising staff of Carrier Corpora- 
tion, Syracuse, after two years in 
department of Gen- 
eral Electric Company, Schenectady. 
He will prepare sales promotion 

programs and write general copy. 


Here's a market producing more than half a 


billion dollars annually from four major 


sources 


Keady Promoted 
G. J. Keady, general sales man- 
ager of Sharples Corporation, Phila- 
delphia, has become executive vice- 
president. The company is a leader 
‘eo rl yi ‘ { ‘ePce > , oT. . ‘ 
ing. a a ee for merchandise of all kinds. 


| 
| 
| 


diversified sources that keep  busi- 
ness steadily good. That's a per family pro- 
$3,392.00 the 


785.974 people in this market good prospects 


duction of which makes 


The Salt Lake Market has one unified big 
city population of 785,974 people (greater 
than Boston or Pittsburgh) 


Rice Directs Copy 

Robert J. Rice has joined Mace 
Advertising Agency, Peoria, IIl., as 
copy director. He has been with 
Mumm, Romer, Robbins & Pearson, 
Columbus agency; Crosley Corpora- 
tion, Cincinnati, and Caterpillar 
Tractor Company, Peoria 


French Potash to Noble 


it has far better 


than average buying power-—and it is sub- 


stantially served by one metropolitan news- 
The Salt Lake Tribune- 


paper medium, 


Telegram. 


That’s why advertisers find it profitable to 


French Potash Company, New : ai : Pir ass is 
York, a new company recently include The Salt Lake Tribune-Telegram on 
organized to import potash from their “A” schedules. 


France, has appointed Albert Sid- 
ney Noble, New York, to direct its 
account 


Drake Slogan Wins 


George F. Drake, copywriter for | 
Blackett - Sample - Hummert, Chi- | 
cego, won the contest conducted by 
the Cowles mid-west radio stations 
for a slogan. Mr. Drake carried off 
the $500 prize with “America’s 
Money Belt.” 


MORNING AND SUNDAY 


“wa 


National Representatives: 
REYNOLDS-FITZGERALD, INC. 


Diversified Resources Keep Business Good 


New Market Book 


Vow Available to Sales 
and Advertising Executives 


Just off the press, 
this new market 
book contains most 
up-to-date facts and 


figures about the 
unique Salt Lake 
Market. If you sell 


or advertise, or in- 
tend to do so, in 
this market, you 
should have a copy 
of this book. It's 
free on request. 


The Salt Lake Tribune nis Salt Lake Telegram. 


EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 
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Rudy Vallee to 
Return to Air on 
Sealtest Program 


New York, Jan. 25 


Rudy Vallee, 


whose ten-year association with | 
Standard Brands set a record for | 
commercial broadcasting, will re- 


turn to the air on March 7 or 14 to 
launch a program for Sealtest, Inc., 
subsidiary of National Dairy Prod- 
ucts. The new show will be heard 
from 9:30 to 10 P. M. on an unde- 
termined number of stations of the 
National Broadcasting Company. 


McKee & Albright is the Sealtest 
agency. 

The debut of the Vallee show will 
take place on the same night that 
General Foods Sales Company cur- 
tails its “Good News of 1940” for 
Maxwell House coffee from an hour 
to a half hour show to be heard 
from 9 to 9:30 


Old Gold Back 


P. Lorillard, Ine., will resume 
radio promotion for Old Gold cigar- 


ettes April 5 by launching a variety | 


program starring Don Ameche. Last 
radio advertising for Old Golds was 
“Melody and Madness,” featuring 
Robert Benchley. The new show 
will be aired on Friday from 10 to 
10:30 p. m. on an NBC Red network 
of about 60 stations. Lennen & 
Mitchell is the agency. 


New Campbell Programs 


Campbell Soup Company has 
launched a new program, “Camp- 
bell’s Short Short Story,” for its 


tomato juice. The new dramatic 


series, the fifth to be sponsored by | 


Campbell on the Columbia Broad- 
casting System, is heard on 49 sta- 
tions on Monday, Wednesday and 
Friday from 11 to 11:15 a. m., filling 
the time vacated when the Lanny 


Ross show was shifted to an after- | 


noon period. 

A new serial, “Life Begins,” 
been launched to 
“Brenda Curtis.” 
daily from 11:15 to 11:30 a. m. on 
56 CBS stations. 
Company 
shows. 


also 


Greyhound Offers Quiz 


Greyhound Lines will present a 


has | 


Ward Wheelock | 
is the agency for both} ton Advertising is in charge. 


WINNER PAYS OFF 


Om FRIDAY EVEN ine 


AT Five te JUST GING nae 


“ 
CASH THE Cwern 
aD TNE Sars te aaern sé 


AfFectionstely 


Tange 


E. J. Tangerman, McGraw-Hill Publishing 
Company's able promotion expert on 
American Machinist, found himself treat- 
ing the rest of the boys after winning 
$100 in the company's annual competi- 
tion. It is reported, however, that the 
“treating, as advertised in the placard, 
didn't take quite all of the $100. 


newed “The Original Good Will 
Hour” for the third consecutive 
year. The program is heard on 48 


stations of the Mutual Broadcasting 
System on Sunday from 10 to 11 
p. m. Ruthrauff & Ryan handles 
the account. 


Continue Tobacco Comics 


United States Tobacco Company 
has renewed “Pipe Smoking Time,” 
featuring Tom Howard and George 
Shelton, in behalf of Dill’s Best and 
Model smoking tobacco. 
dians are heard on Monday from 
8:30 to 8:55 p. m. on 54 CBS sta- 
tions. Arthur Kudner is the agency.. 


Two Shifts for P&G 


The come- | 


Procter & Gamble Company has | 


shifted two of its daily 15-minute 
serials, both in behalf of 
“This Day Is Ours,” formerly heard 
over 44 CBS stations at 1:30 p. m., 
is now aired over 19 stations of the 
NBC Blue network at 10:15 a. m. 
“The Right to Happiness,” formerly 


pa 0 replace | heard at that time on NBC, has been 
rhe series is heard | shifted to CBS and is being heard 


Getting Personal _ 


Crisco. | 


at 1:30 p. m. over 41 of the stations | 


vacated by the other serial. 


Weems for General Mills 


General Mills, Inc., has replaced 
the “Grouch Club” with a program 


new quiz show, “This Amazing : m 
= es . 44 entitled “Beat the Band,” featuring 

America,” on Feb. 16 in behalf of |, - Ss 

: ‘ : ‘ Tred Weems. The new program will 

its transcontinental motor coach | hon adae ae 0s Geen Mee a: ii 

system. The program will be | = F rs : : 


broadcast on 64 stations of the NBC 
Blue network on Friday from 8 to 
8:30 p. m. Beaumont & Hohman is 
the agency. 


“Good Will Hour” Renewed 


Ironized Yeast Company has nad 


EYE “CATCHERS 
WANTS A MAN 


outstanding 
Give 


Chicago salesmar for advertising’s 
success. Liberal commission paid promptly 
qualifications and write for details 
EVE*CATCHERS, INC. 
10 East 38th St., New York City 


Norman Bel Geddes 


= 
a 


|}day from 6:30 to 7 p. m., on the 
lsame network of 29 stations of the 
NBC Red network. Blackett-Sam- 


ple-Hummert has the account. 


McG-H Shifts Three 


|with Radio & Television 
since 1926, has been appointed edi- 
tor, and Lee Robinson, formerly 


Comp- | 


W. W. MacDonald, who has been | 
Retailing | 


sales manager, has been appointed | 


manager. 


Mr. MacDonald succeeds | 


©. Fred Rost, who has been made | 


editor - manager of 


Salesman. Both business papers are 


Wholesaler’s | 


published by the McGraw-Hill Pub- | 


lishing Company, New York. 


SEE PAGE 10 


Joseph D. Bohan, general s.m., Centaur 
suffering from what he terms his “annual cold.” Most affected has 
been his voice, but even a husky throat couldn’t keep him from 
fulfilling his speaking engagement before the Export Advertising 
Association. . . 

H. W. Hailey, business promotion director of Scripps-Howard 
Newspapers, is recuperating at his home in Norwalk, Conn., after 
suffering a broken leg in a skating accident the day after Christmas... 

Speaking of skating mishaps, Charley Person, a.m., American 
Gas Association, doesn’t dare take to the ice this winter. A year ago 
he broke an arm while skating, and it caused him so much grief 
he doesn’t intend to tempt fate by venturing out on skates again... 

Louis Cahn, of Cahn, Miller & Nyburg, Baltimore agency, is due 
back Feb. 5 after a month in Honolulu. . . Lee Jahncke, Jr., promotion 
man in NBC’s stations department, whose father was assistant Secre- 
tary of the Navy under Hoover and one of whose antecedents was 
Lincoln’s Secretary of War, is a honeymooner. He surprised Gotham’s 


Company, has been 


WHERE WERE THE CANDLES? 


Friends of Ben Duffy, vice-president of Batten, Barton, Durstine & Osborn, ten- 
dered him a party in honor of his birthday recently with all the trimmings except 
the candles on the cake. Left to right are E. P. Duffy, Rodney E. Boone Organi- 
zation; Victor Zinminsky, Gimbel Brothers; Herbert Maloney, Paul Block & Asso- 
ciates; Ben Duffy; Andre Rudden, Dodge Division of Chrysler Corporation; Thomas 
Rudden, Lorenzen & Thompson; Andrew J. O'Flaherty, Sawyer, Walker, Ferguson 
Company; John J. Duffy, John J. Duffy Studios, and Ed Macon, Brown & Thomas. 
All the Duffys shown here are brothers. 


society circles by marrying Cornelia R. Dickerman, daughter of W. C. 
Dickerman, prexy of American Locomotive Company. . . 

Charles H. Foster, v.p., American Spectacle Co., was in a tough 
spot recently when he found himself unable to reach a sales meeting 
in New Orleans because planes were grounded by the weather. He 
solved the problem by giving his talk via long distance telephone, 
even arranging with the phone company to have drinks served to his 
listeners at a prearranged moment... 


PORTLAND FETES "LIFE" MANAGER 


When Roger A. Johnstone, Pacific Coast manager of Life magazine visited 
Oregon recently, the Advertising Federation of Portland feted him with an event 


called "Life Goes to an Advertising Party." Left to right are Showalter Lynch, 

Mac Wilkins & Cole; Dr. Rex F. Harlow, Stanford University; Walter W. R. May, 

Portland Electric Power Company; Joseph R. Gerber, Joseph R. Gerber Com- 

pany; Mr. Johnstone: Ronald McCreight, Jantzen Knitting Mills, and Allan 
Rinehart, president of the Portland federation. 


John C. Kelly, president of Kelly, Nason, has been named chair- 
man of the advertising committee of the Archbishop’s Committee of 
the Laity, which makes an annual Catholic Charities Appeal. . . 

Evelyn McLaughlin, of the Philadelphia Advertising Company, 
is the only woman in Philly whose job is to sell car card space. 
Doubtless there are few others in the rest of the country... 

Fame dept.: The January issue of Coronet devoted considerable 
space to the non-commercial work of Louis Kaep, member of the art 
staff of Roche, Williams & Cunnyngham, Chicago. Bruce R. Mann, 
a. m. of Ritter Dental Mfg. Company, Rochester, is recovering from 
a back injury, experienced during a too vigorous session of snow 
shoveling New Year's Day.. . 

Employes of the Gazette and Daily, York, Pa., feted J. W. Gitt 
recently with a dinner party. The occasion was Mr. Gitt’s 25th anni- 
versary with the paper as editor, treasurer and general manager. . . 

Jerome B. Gray, partner in the Philadelphia agency bearing his 
name, is mixing pleasure with business in Florida this month. He'll 
play in the 33rd annual tournament of the Winter Golf League of 
Advertising Interests at Palm Beach, and later will make nis agency's 
annual presentation to the convention of Allied Van Lines, Inc., a 
Gray client... 

The new director of sales promotion of the Grace Line, Monroe 
Douglas Robinson, got his first name from his grand uncle, who was 
President James Monroe. Mr. Robinson saw service overseas during 
the last war as commander of a supply train... . 

In Hollywood for a looksee at the “It Happened in Hollywood” 
show were Jay Hormel, president of Hormel Company, and Wayne 
Tiss, Minneapolis BBDO office. Hormel sponsors the program for its 
Spam. Another Hollywood visitor was Dick Marvin, radio chief for 
William Esty, who came for a confab with agency producer Joe Dona- 
hue on the “Blondie” and Burns and Allen shows. . . 


———ae 


SNAPPY START 


Newspaper copy for Continental ©)! 

Company emphasizes the snappy, |-2-3 

starting qualities of its special winte, 
blend gasoline. 


Conoco Defitly 
Ties-in Glider, 
Motor Oil Copy 


(Picture on Page 29) 


| New York, Jan. 25.—Continen:;! 
| Oil Company opened its 1940 cam- 
|paign this week with a color pay 
jin The Saturday Evening Post fi 
‘turing the exploits of Ted Bellak, a 
champion glider, although an ad- 
mittedly unique attraction in gaso- 
line advertising. 

Company spokesmen said that thx 
“far-fetched” copy approach had 
been principally designed as an in- 
terest catcher, but that other Conoco 
copy during the year would al! 
exploit themes that might have 1 
|direct relationship to Conoco prod- 
| ucts. 
| The magazine portion of 
| Conoco drive will be limited 
|color copy in the Post, while more 
direct selling copy for oil and gas- 
oline will appear in frequent 210- 

line insertions scheduled for 1,300 
| newspapers. 
| The Bellak copy story traced the 
|champion’s career from the_ tim: 

he learned to fly until his record- 
| breaking hop over Lake Michigan 
|The principles of gliding were also 
|explained. Connection with the Co- 
noco sales argument was finally mad 
iin the copy asserting: ‘Ah, but 
|you daring young champ, sailing 

Mother Earth’s breath, what is it 
j|that goes up and doesn’t come 
down? Correct! it’s the 
amazing Oil-Plating that a car gets 
|from the change to Conoco Germ 
| Processed motor oil, patented 
| Plated up throughout your engin 
jas closely as the plating on you! 
|bumpers, Oil-Plating doesn’t 
|drain down to the crankcase.” 
Newspaper copy, illustrated with 
a picture of a Conoco station at- 
|tendant poised for action, is princi- 
|pally a story of quick starting 
| Tracy-Locke-Dawson is the agenc) 


Leaves “Woman's World” 

George H. Hands has resigned as 
Eastern advertising manager 0! 
Woman's World, New 


York. No 


successor has been appointed 


PAPER CEMENT 


+ FOR THE + 
GRAPHIC ARTS 


- 


Used Everywhere for 
MOUNTING DRAW 
INGS, PHOTOGRAPHS. 
LAYOUTS and DUMMIES! 


NO WRINKLING— 
CURLING or 
SHRINKING 


at ail 
Dealers 
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Total Display 


ADVERTISING AGE 23 


day evening papers also reveals few 
|changes in ranking. The Washing- 


NEWSPAPER LINAGE GAINS IN 52 MAJOR CITIES 


|ton Star again leads the parade with 
. |the Baltimore Evening Sun second. RETAIL 2.0 
in News a ers | The Milwaukee Journal, however, GENERAL -0.0 
}is the incumbent of third place, | 
P | compared with 13th a year ago. The AUTOMOT IVE 11.5 
% in Dallas Times - Herald is in fourth FINANCIAL 5.9 
8 place, coming from sixth. 
Retail advertising in Sunday TOTAL DISPLAY Z6% 
‘8 ° 98 papers shows that the leaders of | er 
Washington Star Is 1938 are still favorites. The New VLASS IFIED “0.9 
H e.,| York Times holds first place, the TOTAL ADVERTISING 1.5 
Again Pacemaker in New York News second and the . 
Aggregate Linage |Chicago Tribune third. The New DEPARTMENT STORES 2.1 
| York Herald Tribune is fourth and | 
New York, Jan. 24.—Total display | the Philadelphia Inquirer fifth. All “ 
advertising in newspapers of 52)|held the same relative positions in 30 20 10 0 10 20 30 


. . | i. aoe 
cities gained 2.1 per cent in 1939, | 1938. Total newspaper advertising in the 52 cities covered by Media Records, Inc., scored a 1.5 per cent gain in 1939 over the 
Media Records, Inc., reported today. | Lead in General previous year, according to figures released last week. All types of linage showed increases, save classified and general. 
A loss of 0.9 per cent in classified The latter, however, broke even with the total for 1938. 


The Washington Star carried show a preference for the Montreat rea dated tae cate wane 90 ee wdenmaie “ot Ww senge ned Fee Pa “9 venti = 
: womens Sine and Montreat La Presse in the er, i ady sing of new passenger | Cleveland Plain Dealer again 
more advertising in 1939 than any Se aie .. cca | COR cars, the Detroit Free Press climbed | first in new passenger car advertis- 
eideamieiiiens 2 7 weekday evening field, and the two , . ‘ 
other newspaper in the United| * i fad is tele chnteiaeiion ; The New York Sun and Baltimore to the top of the heap in the week- ing among Sunday papers: 
P States, Media Records reported, foe ate ha one ’ ™ -- “8 = Evening Sunday also repeated their day morning field, in 1939, coming Portland Oregonian second, while 
basing this ranking on records of 06 ‘Me =. eee th ird of iy — 1938 records of being first and sec- from third place. The New York | the Los Angeles Times drew third 
linage in newspapers of 107 cities. wat y ir ag = scape he — “—— 16an respectively, in department Times again was second, while the | position. 
‘ The Star held first place in 1938, pared with fourth oo oe rhe 
d and it repeated in 1939 with 93 _| Philadelphia Evening Bulletin has 2 : ~ 
~ 130,685 lines in all classifications. | — from ninth to fifth. ‘ “a 
0 Other leading papers are unchanged |. The list of leading Sunday papers | | | ( ) a 
from their 1938 rankings, the New | im seneral advertising reveals not a : | | | ae 
York Times being second; Chicago single variation from 1938. : he : a 
Tribune third: New York News| 0rder of finish: New York Times, “ > sulin 
fourth, and Baltimore Sun, fifth. New York Herald Tribune, Cleve- YOu CAN T MISS IN PROVIDENCE 9 : 
land Plain Dealer, Chicago Tribune : a ece /a_@ 
Total Display Leaders Buffalo Courier-Express. | 
e The New York News retained its New Automotive Leader (| *, 
- 1938 position as leader in total dis- ~-) ee 
U- play in the weekday morning field. The New York News improved its » Seg 
1) The Chicago Tribune, which was in! position considerably in automotive ‘\ ) is 
third place in 1938, took second in linage in 1939, climbing from third ie 
ne 1939, while the New York Times to first place in the morning field. BY we 
ne was third. The Toronto Globe & Mail is sec- 
d- In the weekday evening field, the ond, and the Harrisburg Patriot, t 
n Washington Star was followed by third. The Detroit Free Press, which ce 
so the Baltimore Evening Sun, which was tenth a year ago, now occupies i 
0- was in fourth place in 1938, but; the fourth niche, and the Miami \ § 
de climbed to second in 1939, and the Herald, fifth. % ; 
jut Milwaukee Journal, which made While the Buffalo News again ~~ 
ng sensational advance from 16th leads automotive linage in weekday 
it to third place. Wartime conditions evening papers, the rest of the field . 
née in Canada apparently were respons- | presents a different line-up. The 
he ible for the decline of two whilom| Rochester Times-Union has climbed 
pts leaders, the Montreal Star. which! from fourth to second place and the 
rm fell from second to fourth place,| Toledo Blade from fifth to third. 
and the Toronto Star, which yrs The Detroit News, sixth a year ago, 
née from fifth to 17th. has usurped the four hole, while ay . 
yu Among Sunday papers, the New| the Akron Beacon-Journal, 11th in 
York Times again turned up in first | 1938, is now fifth. 
place, with the Chicago Tribune and| The Cleveland Plain Dealer is the 
itl New York News ranking second and | new leader in automotive advertis- 
t- third, respectively, as in 1938, in|ing among Sunday papers, com- 
total display. pared with second a year ago. The / 
B Division of Retail Los Angeles Examiner has come J / 
from fourth to second place, and the 4 / | / 9 
The New York News was the 1939 San Francisco Examiner is third, as Ps / \ \ 
” eader in retail advertising among) in 1938. The Hartford Courant oc- { | | \ i 
” veekday morning papers, repeating | cupies fourth place. " \ \ | \ . ~ 
of its record of 1938. The New Orleans . ; - : 
No Times-Picayune and Chicago Trib- Get Most Financial aie ~ \ 
ine were second and third respec- The New York Times and New a . | \ \ 
tively, the same positions they WON | York Herald Tribune again are first / / X . 7m \ 
in 1938. The Los Angeles Times is | and second. respectively, in financial ( / \ | x \ C 


brought the gain for total advertis- | 
ing down to 1.5 per cent. 
advertising for the year gained 2.0 
per cent; automotive, 11.5 per cent; 


The Chicago Tribune made a sub- 


Retail | 


stantial gain in general advertising 
to lead the weekday morning field 
in this classification in 1939. It is 
followed by the New York Times 


its supremacy in the classified tield 
among Sunday papers, the New 
York Times and St. Louis Post-Dis- 


store advertising in 
ning papers. 


nal was third 


weekday eve- 
The Milwaukee Jour- 


Boston 


Herald climbed from 


to third place. 


In new passenger car advertising 


financial, 5.9 per cent. General ad- hs " match following, as in 1938 Yepar ’ stores sain ace » weekday eveni ie > 
omens , I oh bre and the New York Herald Tribune, } 18, as | 2 Department store: again placed in the weekday € vening field, the 
vertising showed no change from wits the Becton Mevelé fourth. The The New York News led in de- more advertising in the New York | Philadelphia Bulletin reached 

1938. Total display for the year in Herald ethene “is ie fourth place partment store advertising among) Times than in any other Sunday! pinnacle compared with seventh 
these 52 cities amounted to 990,824,- in 1938 a . weekday morning papers and was paper, while the Chicago Tribune | place a year ago. The Newark News 


979 lines, compared with 970,154,- 
232 in 1938. 


General advertisers continued to 


followed by the Boston Herald, as in 


Was again second and the New York 


is second, and the Boston Traveler, 


now fourth, moving up one peg. age among reekday ning . 

Retail advertising among week- rom The New York haar bas — > \ \ mi yy, 
climbed one notch to third place \ \ “ — 
land the Toronto Globe & Mail is C — i ar \ 
‘fourth. The Ohio State Journal, = rT 7 { \ x * 
Columbus, is fifth, as in 1938. . \ 


| CURISTMAS orders for larger leather 
ihe tems have left on hand a quantity 
| Of small leather pieces from which we 
i‘ hexpensively produce novel promo 

cifts like this Mystery Coin 

Its intriguing trick features win 
ecipient’s goodwill, put across your 
‘cvertising message effectively and re 
pe lly 


‘S- ; 
I 


for Hazel Pigskin sample (or 
r Black Morocco Sheepskin sample) 

r initials imprinted in 23% kt. 
We shall he pleased to quote on 
requirements 


ADVERTISING CORPORATION 


In the weekday evening field, the 
financial leaders are precisely the 
same as in 1938. The New York Sun 
leads, followed by the Hartford 
Times, Providence Bulletin, Win- 
ston-Salem Twin City Sentinel and 
New York World-Telegram. 

The Hartford Courant is No. 1 in 
financial advertising among Sunday 
| papers, compared with No. 2 a year 
ago. The Rochester Democrat & 
Chronicle has climbed from sixth 
tc second place, and the Newark 
Call is third. 

The Los Angeles Times repeated 
its 1938 achievement of leading 
weekday morning papers in classi- 
fied advertising. The San Fran- 
cisco Examiner lifted itself to sec- 
ond place, compared with third a 
year ago. The Los Angeles Exami- 
ner now holds third. 

In the weekday evening field, the 
Toronto Telegram again is the pace- 


ROVIDENCE is a market that never drops the ball in the mid- 


dle of your campaign. Diversified industry keeps buying power 


at heights you'll applaud, and weekly paydays for 99% of our 


workers keep the flow of money and the movement of goods as 


thythmical as the clock. 


Earybody vad. the PROVIDENGE JOURNAL- BULLETIN 


OF AMERICA a nian eo ra yo Sit 2 4 U, hdl 
t Imperters of Rantien PA ae 8 maker in classified. The Newark ; /, 
PARK SVENCE. NEW ‘YORK “|| News is second, instead of third, St Leu ug an ccond arcgest e 


@ 178 


and the Toronto Star ranks third 
The Detroit News also maintained 


VEPRESENTATIVES: Chas. H. Eddy Co., Ine. ¢ New York Chicago* Boston+ Atlanta « R. J. Bidwell Co. « San Francisco « Los Angeles 


12th 
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ADVERTISING AGE 


meron 29, 1949 


Fifty Lea 


18 Allis-Chalmers 
3 Aluminum Co. 
Including: 


Mfg. Co. 
of America. 


Aluminum Co. of America....... 
Aluminum Cooking Utensil Co. 
26 American Telephone & Telegraph Co. 


10 American Tobacco Co.. 


13 — Ts of American Railroads 


21 Case, J. I., Co. 

20 Champion Spark Plug Co 

7 Chrysler Corp. . 
Including: 


Chrysler Motor Corporation 
Dodge Brothers Corporation. 
Plymouth Motor Corporation 


30 Continental Oil Co...... ; 
46 Corn Products Refining Co 
40 Dairy Assn. Co., Inc. 
14 Deere & Company. 
42 Fels & Company. ; 
9 Firestone Tire & Rubber Co 
4 Ford Motor Company. 
Including: 
Ford Motor Company 
Fordson Tractor 
General Foods Corporation 
Including: 
Baker’s Coconut 
ori Flakes . ; 
Calumet Baking Powde r 
eee 
Grape-Nuts . 
Grape-Nut Flakes . 
Huskies P 
Jell-O Ice Cream Powder 
Jell-O ...... 
Maxwell House 
Minute Tapioca 
Postum ..... 
Post Toasties 
Sure-Jell ..... 
Sure-Jell & Post Toasties 
Swansdown Cake Flour 
24 General Mills, Inc. ......... 
1 General Motors Corporation 
Including: 
AC Spark Plug Co. 
Buick Motor Company 
Chevrolet Motor Company 
Delco Appliance Division 
Delco Products Corp... 
Delco Remy Division. 
Ethyl Gasoline Corp. 
Fisher Body Corporation 


to 


Coffee 


Sceaiien Drive on 
New Meat Product 

Cleveland Chip 
has launched a 
and direct mail 


Steak Company 
newspaper, radio | 
campaign in the! 


Cleveland market through Bayless- | 


Kerr Company, Cleveland 

The company’s chip steak is being 
distributed through 500 meat mar- 
kets and restaurants. 


Sell t HOTELS 


with 


THE HOTEL, MONTHLY 


Published by JOHN WILLY, Jnc. CHICAGO 


| 
| 
| 
| 


4n Exclusive Advertising Age Compilation Based on Records of Publishers Information Bureau, Ince, 
1939 1938 1937 1936 Rank 1939 
116,527 141,202 111,027 86,403 Frigidaire Corporation 12,614 
63,200 38,550 5,700 General Motors Truck Co 15,309 
Guide Lamp Division... 10,791 
43,200 38,550 5,700 Oldsmobile Division . 57,375 
23,000 = Promotion G. BE. COB... cc cics 8 © Ske eas 
102,248 86,783 94,105 90,196 United Motors Service..........  seses.- 
209,593 226,078 210,290 129,817 12 Goodrich, B. F., Co., The... 167,235 
161,742 189,489 110,775 89,235 Including: 
109,129 108,147 90,015 87,826 Goodrich, B. F., Company 124,702 
112,478 107,328 105,078 100,913 Goodrich Footwear Co. 21,050 
264,653 285,507 410,438 445,896 Hood Rubber Co 21,483 
8 Goodyear Tire & Rubber Co. Inc., The 250,889 
eee 25,600 47,640 20,884 34 Hudson Motor Car Company 70,487 
82,767 107,412 179,174 204,110 3 International Harvester Company. 500,965 
181,886 152,495 183,624 220,902 3 Johnson & Johnson........ 58,303 
75,975 75,372 64,727 63,510 45 Kalamazoo Stove Company 56,160 
56,042 76,439 59,794 43,123 16 Lever Brothers Co. ... 132,961 
59,197 46,770 62,013 52,160 6 Liggett & Myers Tobacco Co... :, 312,779 
159,461 183,999 201,084 129,169 32 Lorillard, P., Co. Fe iar ‘ 72,186 
58,840 33,390 11,300 13,200 41 Maytag Company, The Serr 59,055 
246,800 292,340 434,799 265,428 23. Minneapolis - Moline Power Imple- 
388,562 308,964 318,781 314,845 Se eae eats 106,007 
35 Mishawaka Rubber & Woolen Mfg. 
378,934 292,594 284,543 288,905 | eo eer : 69,429 
9,628 16,370 34,238 25,940 36 Morton Salt Company.. ; 65,252 
537,476 428,789 569,371 700,692 | 27 Oliver Farm Equipment Co., The.... 98,454 
22 Perfection Stove Co. ........... 107,218 
16,403 6,056 ore 29 Pillsbury Flour Mills Co............ 83,302 
64,710 13,685 31,916 55,790 49 Quaker State Oil Refining Corp. 51,534 
107,251 98,562 89,936 85,288 28 Remington Arms Co., Inc. .. 83,869 
47,930 52,967 13,050 29,350 5 Reynolds, R. J., Tobacco Co 378,274 
23,354 68,523 33 Safeway Stores, Inc. 70,809 
60,608 65,587 54,842 57,986 25 Socony-Vacuum Oil Co., Inc 103,864 
ia 23,094 1,200 31 Standard Brands, Inc..... 
4,611 8,103 Royal Baking Powder Co 73,914 
76,600 35,650 44,175 105,900 17 Standard Oil Company (Indiana) 121,722 
27,450 24,797 48 Stark Bros. Nurseries , 52,557 
37.331 12,868 5,175 4,500 19 Sterling Products, Inc 114,219 
22,782 122 266 89,414 Including: 
32,282 64,219 88,893 119,139 Bayer Company, Inc., The 14,616 
89,750 32,762 38,735 28,805 Centaur Company, The 98,997 
21,600 Phillips, Chas. H., Chemical Co. 606 
429 30,000 15 Texas Company, The 140,184 
105.455 98.228 79.892 82,257 Including: 
683.281 169.999 626,737 426,822 Texas Company, The. 140,184 
Indian Refining Co., Inc... pala 
77.696 59 6°7 49.690 23.526 11 Union Carbide & Carbon Corp 167,662 
59,058 59.257 41.191 WA 50 Westinghouse Electric & Mfg. Co 50,400 
240.378 166,247 157,873 190,771 37 Wheeling Corrugating Co. . 64,608 
468 47 Willard Storage Battery Company 55,813 
6.004 108 39 Wolverine Shoe & Tanning Corp 62,690 
53.277 29 98) 44. Zenith Radio Corporation. 56,600 
94.198 87,312 133.995 140,250 © 
62,585 17,157 75,426 30,419 Total . , tore 060 
devised Sleep Slax, which permits ° 
Kaylon Caters to exposure of the manly bosom G-E Chair of 


Those who are accustomed to dis- 
card pajama pants are provided 
with the Sleep Coat, a “top” length- 
ened for reasons of modesty. Ab- 


Either ‘Tops’ or 
‘Bottoms’ Sleeper 


New York. Jan. 23 An increased breviated arm and leg garments 
budget and greater attention to the and even “formal” wear for bed, 
vagaries of masculine sleeping hab- | @"€ other items which will be 
its will feature 1940 promotion plans PUShed. Every whimsy of the male 


| disclosed this week by Kaylon, Inc., 


is covered except that of sleeping 
in the altogether. 

Although the Kaylon budget is 
much larger than last year, the bulk 


pajama manufacturer 
While conventional, two-piece pa- 
jamas remain the basis of the Kay- 


lon line, the company’s offerings °! the advertising will be con= 
have expanded in direct ratio to the ducted in men’s wear publications 
efforts of restless males to obtain|'@ther than in consumer media. | 
comfortable sleep. For men who Dealer advertising is expected to| 


sleep only in “bottoms,” Kaylon has ¢X¢eed previous totals and Kaylon 


The Hand That Holds Your Ad 
a a Out Iu Front: 


of newspaper mats for this promo- 
jtion. These advertisements cover 
both the entire line and individual 
| garments Hirshon-Garfield is the 
| agency 


| 


Suit Discontinued 
by Indian Singer 
Wesley L Robertson, 
singer, who filed 
suit against General Foods 
Company, Young & Rubicam 
another Indian performer 
both as Kuruks Pahitu and Ralph 
Allen, nas discontinued the action. 
The plaintiff charged that he had 
performed before the King and 
Queen of England on their trip to 
this country last summer, but that 


Indian 


Sales 
and 
known 


Alten was credited with having 
made the appearance when intro- 
duced on the “We, the People,” 


program, General 


Foods over 


sponsored by 


a CBS network 


Names Hubbell Agency 

Steel Storage File Company, 
Cleveland, has appointed Hubbell 
Advertising Agency, Cleveland 
Business papers and direct mail 
will be used. J. E. Mason count 
executive 


is ac 


has worked up an interesting series | 


he excelled, 


a $50,000 damage | 


Salesmanship 
Is Established 


Bloomfield, N. J., Jan. 24.— To 
honor achievement and to make 
available for study the methods 
used by leading salesmen, the air 
conditioning and commercial re- 
frigeration department of General | 
Electric Company has established 
the G-E Chair of Contemporary 
Salesmanship. 

All retail salesmen of these prod- 
ucts will be eligible, and from a list 
of nominees a central committee 
will periodically select the incum- 
bent. Each holder of the 
ship will prepare a paper 
product and sales methods in which 
receiving a reward in 
the form of a cash honorarium. 

Glenn Gundell, advertising man- 
ager and director of sales training, 
said that in case of unusual wealth 
of material, more than one may well 


be named to the chair simul- 
taneously. 
“While not all can successfully 


copy the methods of the supersales- 
man,” he 


| stainless 


fellow- | 
on the| 


added in explaining the 


—< 


ing National Advertisers in Farm Magazines 


1938 1937 1936 
3,428 6,364 614 
7,181 71,092 23 
5,551 Saitoh 

38,908 14,010 
+ aa 43,085 
10,380 27,539 
198,031 195,223 159.9 
152,529 148,533 109.8 
21,966 21,556 22,028 
23,536 25,134 28.009 
365,024 356,138 353,7 
43,040 79,476 62.4 
539,197 539,190 473. 
34,728 55,195 30,¢ 
58,504 87,010 98.8 
110,466 80,100 88.676 
347,931 375,907 221,5 
67,641 42,574 60. 
75,996 82,093 85.9 
117,558 94,259 50.0 
60,300 65.437 54,219 
62,467 31,489 23,882 
91,484 115,066 79.7 

112,852 133,456 128,715 
81,404 76,473 57,5 
47,869 46,856 32,099 
77,828 50,311 45.562 

454,664 403,714 424.489 
54,081 ‘ 

95,400 168,628 126,89 
33,999 

124,301 127,139 74.94 
55,910 51,153 42 667 
68,949 70,126 hl 
6,801 23,063 16,118 
60,536 42,165 51,97: 

1,612 4,898 3,420 
88,140 126,145 78.961 
49,400 58,430 41.560 
38,740 67,715 37,400 

167,564 190,002 173,792 
6,789 13,941 2.814 

100,260 50,360 113,826 
46.355 75,445 53,193 
59,112 56,720 50,927 
65,491 70,971 76,968 


7,110,819 6,519,797 
thought underlying the project, “we 
believe everyone can learn valuabl 
lessons by studying procedures uti- 
lized by salesmen who achieve out- 
standing results.” 


Gets Firth-Sterling 

Firth-Sterling Steel Compan) 
McKeesport, Pa., has appointed 
Smith, Hoffman & Smith, Pitts- 
| burgh, as its agency. Business 
| papers and direct mail will be used 
for the company’s line of tool steels, 
steels, carbide tools and 
dies, etc. 

C. F. Hoffman 
Jenkins are 


and Robert M 
account executives 


Willoughby Advanced 


Mill & Factory, New York, has 
appointed Lloyd Willoughby West- 
ern manager in Chicago. Mr. Wil- 
loughby has been with Conover- 
Mast Corporation for seven yea! 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


| 440 So. Dearbern St. Wabash 8655 
CHICAGO 
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onsumer 


Problems 


Engage Industry, Government 


Consumer Standards 
Hearings Marked by 


Official Apathy 


(Continued from Page 1) 

Dr. Briggs, in answering objections 
that the money for expansion of 
the Bureau’s work is not available, 
“will as a matter of course continu- 
ally test his product to be sure that 
his certification is being fulfilled. 
This locates the testing at the 
source of supply, which is the place 
where it can be most economically 
done. Subsequent testing of the 
product by the National Bureau of 
Standards can in this way be re- 
duced to the minimum required by 
the Federal Trade Commission to 
insure compliance with the act.” 


Cites U. S. Methods 


Dr. Briggs said that the consumer 
is asking for unbiased technical 
help in making his purchases and 
looks to the Government to provide 
this advice. He pointed out that 
the Government itself maintains a 
technical staff to safeguard its own 
purchases and contended that the 
consumer is entitled to the same 
aid. 

Members of the sub-committee 
insisted on knowing what Dr 
Briggs thought the program would 
cost. He finally estimated that 
$1,000,000 a year would be enough. 
Congressman Brown ridiculed this 
guess, whereupon the witness ex- 


plained that “I’m counting on the} 


cooperation of manufacturers.” 


Douty Opposes Bill 
Representative Hinshaw = asked 


whether the placing of Grade A, B, 
C, and D labels 


on merchandise 
would not prejudice consumers 
against all goods except’ those 


marked Grade A. Representative 
Boren came to the assistance of the 
witness with the contention that 
the most honest and astute 
retailers are not able to advise the 
public intelligently under present 
conditions. 

Mr 
ground that 
dards’ organic act contains all of 
the authority required to do the 
work outlined in the Boren bill, and 
said that the appropriation com- 
mittees of Congress are the place to 
go to get funds for expansion. He 
also asserted that the Bureau of 
Standards, Department of Agricul- 
ture and Federal Trade Commission 
are providing a stream of scientific 
consumer information. 

“Let’s try out the 


even 


the Bureau of Stan- 


consumer 


FREE withce 
first Order 
Jer and Brush FREE with your first order 
SS Artist Rubber Cement. Nationally 
wed. } grades: Light, Medium, Heavy. $2.75 
per gal. postpaid. For Friskets use $ S Spe- | 
ciel Frisket Cement, $3.50 per gal 


> /RUBBER CEMENT CO. | 


3938 No. Halsted St.. CHICAGO, ILL 


Douty opposed the bill on the | 


movement for a while before we 
open up vast government financial 
reservoirs for its use,” he closed. 


Masters Wants More 


| 

Mr. Masters, who said that his 
| Consumers’ Union has 85,000 mem- 
| bers, characterized the Boren bill as 
a step in the right direction, but 
|urged that a separate and distinct 
| Department of the Consumer should 
|be created to take its place beside 
|other formal Government divisions 
|An alternative would be establish- 
|ment of a consumers’ agency, jointly 
| headed by the Secretaries of Agri- 
| culture, Labor, Commerce, and 
possibly by the chairman of the 
| Federal Trade Commission. 

Hearings on the bill are expected 
to end Friday morning. Many 
weeks may be consumed in its con- 
sideration. 

In the pageant which wended its 


their views were not only such 
celebrities as Helen Hull, chairman, 
Consumers National Federation; Dr. 
Louise Stanley, chief, Bureau of 
Home Economics, Department of 
Agriculture, and others prominent 
|/in and out of government councils, 
but a new figure, Paul Sifton, now 
assistant Interior consumers’ coun- 
sel, which is an appendage of the 


Solicitor’s office. While his work 
will be primarily connected with 
coal pricing for the Bituminous 


Commission, it is expected that In- 
| terior’s consumer work will be ex- 
| panded somewhat. Sifton was for- 
| merly an assistant administrator of 
| the wage and hour division under 
|ex-Administrator Elmer Andrews. 
|He was also connected with the 
New York State labor department 


for several years—again under 
Andrews. 
Plea for Consumer 
Miss Hull reiterated all of the 


| familiar arguments in behalf of the 
|consumer in her White House stand 
The consumer has abandoned hope 
of increasing income, hence is de- 


termined to stretch the available 
| figure to the utmost. The govern- 
}ment owes the consumer help in 


|} this effort to lift living standards 
| The consumer wants more useful 


j}information on labels, in advertis- 
ing and in personal selling, she 
asserted Secondly, the consume 


wants more facts about the quality 
|of goods, prices, and the conditions 
under which they are produced 
| Thirdly, the consumer asks repre- 
|} sentation in councils of government 


and business where consumer inter- 
ests are at stake 
SCHLINK URGES 
NEW DIES STUDY 
Washington, N. J., Jan. 24.—No 


doubt exists that Communist lead- 
lers have attempted to use the con- 
|sumer movement for their own 
ends, F. J. Schlink, president of 
Consumers’ Research, said in a long 
letter to Congressman Martin Dies 
which he made public today. He 
added, however, that the report had 
|been misinterpreted in uninformed 
which believe that the 


quarters, 
|Dies report had charged that all 


Ladies’ Home Journal . . 


Most recent 12 months’ period 


True Story . . . . . $2,138,815 
Cosmopolitan . . . . . 1,760,746 
Good Housekeeping. . . 1,745,222 
McColl’s. . . . . « «1,301,356 
Redbook. . . . . . «1,136,786 
American . . . . . . 1,091,893 


924,476 
Woman's Home Companion 742,400 


Source: Publishers’ Statements to ABC 


way to the White House to expound | 


at 9 tabs a 2 9 ; 


Fitzgerald Advertising Agency, New Orleans, attracted widespread attention 
recently with a round table forum entitled, “Consumer Desires and How to 


Satisfy Them.” 


AGENCY SPOTLIGHTS CONSUMER PROBLEM 


available to learn what consumers 
want; its second is to give consum- 
ers all the available information 
about the industry, its problems, its 
policies and its products.” 

“I have enough faith in the in- 
dustry,” he concluded, “to believe 
that consumer education will make 
more and better customers for us.” 


Says Co-op Growth Logical 


Judge Covington pointed to the 
growth of cooperative activity 
among consumers as a logical out- 
growth of tendencies toward “co- 
operatives” in this country since its 


Participants shown here were (left to right): Harry A. Mitchell, 


professor of marketing, Tulane University; Mrs. Anna Steese Richardson, Crowell- 
Collier Publishing Company; J. L. Killeen, president of the agency; and F. R. 
Gamble, executive secretary, American Association of Advertising Agencies. 


consumers’ organizations tinged 
with red. Such far from. the 
truth, he said, though Communists 
made efforts to seize contro! of Con- 
sumers’ Research, among others 
Anti-Industry 
“Brief consideration will show 
that Communists could easily gain 


through a_ pretended 
consumer problems 


are 


IS 


Propaganda 


interest in 


means of ac- | 
cess to important groups in the 
solid middle classes hitherto in- 
accessible to their propaganda,” 
said Mr. Schlink in his missive 
“And because of the great impor- 
tance and far-reaching effect of 


consumer attitudes upon all aspects 
of business life, the Communist 


| 


Party has been able, by setting up | 


a network of new organizations in 
the consumer movement, to bring 
to bear steady, effective propaganda 
against business and industry. 

“In doing this, it has made con- 
stant and skillful use of persons of 


position or academic prestige as | 
respectable fronts for ‘consumer’ 
organizations that are actually 


Communist led and dominated.” 

Mr. Schlink voiced the hope that 
the 

thorough examination of the con- 
sumer movement in recognition of 
the fact that operation of any phase 
of it for Soviet interests implies 
elements of great danger to Ameri- 
can industry, and to the soundness 
and fairness of all American public 
opinion and of all teachers in 
schools and colleges. 


Sponsors Notion Week 

In an effort to make the public 
conscious of the fashion significance 
and general importance of notions, 


Dies Committee will undertake | 


the National Notion Association will | 


sponsor the first annual 
Notion Week, April 22-27. 


National 
Promo- 


tion by retailers will supplement 
insertions in business papers and 
direct) mail Wesley Associates, 
New York, directs the account 


CBS Promotes Fox 


John Fox has been appointed as- 
sistant to the director of sales pro- 
motion of the Columbia Broadcast- 
ing System. He was _ formerly 
production manager and_= space 
buyer of the sales promotion de- 
partment, with which he has been 
connected for the past five years. 


Consumer Activity 
ls New Problem 


of Canning Industry 


needs, there should be a common 
basis upon which they could work 
to each other’s advantage. 

“Instead, it often seems that this 
common ground for cooperation has 
been turned into a_ battleground 
whom one might call con- 
sumer crusaders divide the popula- 
tion into two camps In the one 
camp are those who make and sell 
things and who are not to be 
trusted; while in the other are those 
who buy or consume things and who 
are always being cheated and who 


Those 


|need protection. 


Deplores “Slick” Interests 


“T have no more patience with the | 


‘slick’ manufacturer than I have 
with the ‘slick’ consumer, and we 
have both of them in our popula- 


tion. I deplore the fact that they 
permitted to mess up the job| 
that the honest, alert manufacturer 
and the honest, conscientious 
sumer want to do. 

“What we need is less evangelism | 
and more constructive effort. If the 
industry facts that the con- 
sumer ought to know, it is indus- 
try’s business to furnish those facts. 
If the consumer wants industry to 


are 


con- 


has 


(Continued from Page 1) | 


earliest years. 

“Every intelligent canner must 
recognize that the consumer is his 
ultimate customer,” he _ asserted. 
“He must appreciate that consumer 
interest in the quality of his prod- 
uct, in the source of his raw ma- 
terial, in his methods of manufac- 
ture and in his form of labeling is 
desirable and proper.” 

“It seems to me,” he added, “that 
canners throughout the country, and 
particularly the National Canners 
Association should cooperate with 
these organizations to the fullest 
I do not mean to say that 
every organization which seeks to 
masquerade as a consumer coopera- 
tive movement is legitimate. 

“There no reason, however, 
|why intelligent and discriminating 
| judgment may not be exercised in 
this field. Suggestions made by 
| proper consumer organizations war- 
rant careful consideration, and if 
| this is done, I am confident that the 
iday of the professional consume: 
agitator will not be long.” 


is 


Stanback Introduces 
Powders in New York 


| Stanback Company, Salisbury, 
|N. C., has completed distribution of 
jits headache powders, formerly 


sold only in the South, in the met- 
|ropolitan New York area. The 
powders have been manufactured 
since 1911. 

Insertions are appearing in Life, 
and local newspapers will be added 
to the schedule. Spot radio is also 
| being used. Erwin, Wasey & Co., 
New York, is the agency 


Joins Film Alliance 

| Sidney C. Davidson has been ap- 
|pointed advertising and_ publicity 
director of Film Alliance of the 
| United States, New York, recently 
organized as ae_ecentral clearing 
‘house for the distribution of for- 
eign films. Mr. Davidson was for- 


do something that just can’t be done,| merly associated with the promo- 


the consumer should be told why 
and be willing to accept an honest | 
explanation.” 

As two examples of those not) 
qualified properly to the | 
meaning and worth of consumer | 
education, Mr. Graefe cited “the | 
manufacturer who says it is all bosh | 
because some of the proponents are 
not to his liking,” and “the con- 
sumer who bases his or her think- 
ing on the premise that all business | 
is dishonest.” 

In dealing with consumer — 
tion, the canning industry has a 
two-fold task, Mr. Graefe declared. 
“Its first job is to use every means | 


assess 


tion of the “Motion Pictures Are 
|Your Best Entertainment” drive, 
and previously was with Warner 


Brothers Pictures, Inc., New York. 


COPY and LAYOUT 


SATURDAY AFTERNOONS 2:00-5:30 
STARTS FEBRUARY 10 


A combined 
signed for and women 
toward advertising as a 
Treats the advertisement 
Covers fundamentals 
and layout, 

in all media, 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE  CHICACO - CENTRAL 6787 


laboratory 
men 


de 
looking 
career 
asa whole. 
of good copy 
with practical problems 


course 


You Can Generally Tell The Magazines That Get Your 
Ads Read Best, By The Newsstand Demand They Have 


15¢ True Story gives you a larger percent of newsstand circulation and smaller 
percent of subscription circulation than even leading 10¢ monthlies. 


For 21 years, True Story’s premium priced newsstand circulation trends have 
followed other premium product retail sales. The current trend of both is up. 


The public pays more money over the retail newsstand counter for True 
Story than for any other monthly in the world. 


oe ve 


a a = sos 
| : : =) Se a 
‘ ws | ie ; j 
. 2 gp a ° , . | a ’ 
3 *» 5 ty 4 : 7 if oo 4 
PY | | ! a : 3 | : | | 
&: é a a a : a 2 el 
ce, ’ EY | , ri, 
— - — . ’ wT | See 
» CY CS 5. ere Abe BE i 
| j 
| a 
| "=F 
. 
; i 
eS ; : e mm 
4 a 
4 ee § : 
‘ .* 
ed et 
2 ae i 
is. po a 
nd | a 
ee pam po , 
: a S 
etme sy 
aoe L 7 
: fl . : 
—= — — $$ —_— = — ——e - - —_— SSS — = _ ———: _ 
7 
E : 
n ey 54 
[4 —— — a [ae r 
, —— 1s= = = 
rr 2 = SS SS SS oe 
+ ier We Wrs pairs 7 
s9S=IF nt 
NSS ees eeeeee—sss—‘“(‘iar 
i | 
, Ad wr I y 
Po good at 
ee St fae ee 
¢ 4 leuk ; 4 bu t it ~- a de ge ‘ a nes hgh ——* ¥ af = : ly , * 
Retail Note: Newsstand Grelation For February Issue of Premivm-Priced Trve Story Rises Sharply For 4th Consecutive Month — 200,000 Over January — 400,000 Over October. 
“nt Orbs, “a eee e , acy a he ie ee oe ay, oe baste gt ye. 2: Pie % Lilet ip ih . We vs sons ee ee a . pty, Ke >" 


Eat 


prt 


26 


ADVERTISING AGE 


me ei) Saati 
# at Da be BE Se 


Kae Sol chi cee iene ke! si) ‘ Pe Thiel a 


OPE dh. Da i 
Se any 


January 29, 1949 


Dealers Demand 
Curb on Used Car 


Pricing Evils 


Okay Bill for New Divi- 
sion Within Federal 
Trade Commission 


Washington, D. C., Jan. 24.—After | 
many years of conversation over 
competitive woes, the National Au- 
tomobile Dealers Association has 
decided to seek Congressional in- 
tervention. At its annual conven- 
tion here this week, the group 
placed its seal of approval on a 
bill to be introduced in Congress, 
providing for establishment of a 
Motor Vehicles Division within the 
Federal Trade Commission. In or- 
der to sell motor vehicles in inter- 
state commerce, a manufacturer 
would be required to get FTC ap- 
proval of his dealer contracts. 

The heart of the dealers’ com- 
plaints is lack of standards in ap- 
praisal of used cars traded in. The 
FTC would be authorized to estab- 
lish such standards by the new bill, 
which will be subjected to a refer- 
endum among car dealers through- 
out the country before it is submit- 
ted to Congress. 


Variation in Values 


J. Schiott, of Bridgeport, Conn., 
secretary of the NADA, summar- 
ized the chief complaints of dealers 
in an address before the associa- 
tion, in which he asserted that pres- 
ent methods in vogue in the indus- 
try represent. discrimination 
against the public, since “the values 
of cars to be traded in are estab- 
lished by the best chiselers.” 

“The present system of taking 
care of over-allowances on used 
cars,” he continued, “is hardly in 
accordance with the law which pro- 
hibits price discrimination. It would 
seem that the best way out for the 


industry would be legislation which 


would legalize a method of deter- 
mining the cash value of used cars 
accepted by a dealer in lieu of 
money. 

“A large portion of the dealers’ 


| business is now admitted to be in- 


terstate, which makes them sub- 
ject to the anti-trust laws. The 
Clayton Act prohibits price dis- 


/crimination; hence the principle of 


equal treatment of consumers is 
compulsory, and as it is impossible 
to prevent discrimination without 
a definite formula for appraisal of 
used cars, it is the duty of Congress 
to provide the necessary rule.” 


Many Prohibited Acts 


The bill approved by the associa- 
tion and to be circulated among 
non-members, contains the follow- 
ing provisions: 

(b) After 120 days from the date 
of enactment of this act, it shall be 
unlawful for any manufacturer of 
or dealer in motor vehicles— 

(1) To ship or to order in com- 
merce motor vehicles with equip- 
ment different from that specified 
in current advertisements in case 
the motor vehicles of the brand to 
which the contract relates are cur- 
cently advertised to sell with speci- 
fied equipment for a specified price; 
provided, however, that a dealer 
may order any motor vehicle 
equipped as specified in the written 
order of a bona fide retail pur- 
chaser. 

(2) To advertise, or cause the ad- 
vertisement of, motor vehicles in 
such a manner as to confuse or mis- 
lead or to tend to confuse or mis- 
lead prospective purchasers as to 
the price of such motor vehicles de- 
livered at the dealer’s place of 
business. 

(3) To replace or disconnect the 


speedometer, or change its reading, | 


in such a manner as to be mislead- 
ing as to the usage, mileage, con- 
dition, or otherwise, of the motor 
vehicle. 

(4) To fail to deliver with each 
new motor vehicle sold to a retail 
purchaser, at the time of purchase, 
an invoice covering such purchase 
in such form and itemized in such 
detail as the Commission may by 
rules and regulations prescribe. 


ROCK ISLAND COUNTY PAY ROLLS 
Are 4 TIMES Those of SCOTT 


CLOSE-UP OF QUAD CITIES MARKET FACTS 


FAVORS ROCK 


a place on every 


tention for its 
present high rate 


Consider these 
reach the Rock 


1. 


ISLAND - MOLINE SECTOR 


The Quad Cities 
Illinois and Davenport, 


Rock Island, Moline and East Moline, 
lowa—Population 154,491—deserve 


national schedule of major markets. 


The Illinois side of this market commands particular at- 


sensational progress, diversification and 
of earning and spending activity. 


impressive Facts and by ALL 
Island-Moline sector of this 


MEANS 
outstanding 


metropolitan market :— 


Rock Island County has moved from 92nd place in 
1929 to 67th in 1937 in factory payroll rank among 
all American counties. 


Rock Island County industrial payrolls in 1987 were 
2. 27,397,961 against Scott County (Iowa) payrolls of 
$6,794,126. 
Rock Island County industrial payrolls in 19387 
Here's 3. showed an advance of 375.8% over 1938 and a 
th 21.1% gain over the socalled peak year of 1929. 
e 
WAY! 


ARGUS-DSSPATCH. WITHOUT DUPLI- 
CATION, REACH 9 OUT OF 10 OF THE 
HOMES IN THIS ROCK ISLAND-MOLINE The 

SECTOR. 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 
OUTSIDE 
CHICAGO 


sf 
THE ROCK Se 


uw ee 


mn 


~_—— 


New York 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


Detroit 


Chicago 


12 Linage of Syracuse 


“Resort World” 


Resort World, New York, has ap- 
pointed Carter Judah, San 
cisco, as Western representative 


Journal, 


oJudch 


now combined with Herald, eliminated from 1938 and 


Fran- 


1939 tot 


“a Ind f Retail Activity i 
™ naex oO etal CTtlvl1 imi 
15 
to 
2 80 Important Markets 
2 Based on total retail advertising volume in all newspapers 
4 (Copyright, 1940, by Advertising Publications, Inc.) 
| | } | 
| a SERRERRRRREE 
T Tt Lom T a 4 
WEEK SY WEEK VARIATION SHOWN HERE| L 
r | : : = 
+20 - ck wi ® r 
+15 T Zz oe t ] 
+10 +4 ij | 
+5 ‘ | | | | 
LasT | | 
YEAR | | 
=f = 
~” 
- 
-20 
| 
| 
eA a eee) 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
3-Week 3-Week 3-Week or Loss. or Loss 
Period Period Period 1940 1940 Week Week % Ga 
Ended Ended Ended over over Ended Ended or 
City Jan. 22, 1938 Jan, 21,1939 Jan. 20, 1940 1938 1939 Jan. 21,1939 Jan. 20,1940 Loss 
ES Sh. kGkedsccenys 653,785 495,730 463,344 —9.1 —6.5 184,289 171,976 6.7 
ee reer 422,614 384,063 382,232 —9.6 —0.5 131,126 130,281 
eS ae 267,561 268,541 275,499 +3.0 +2.6 86,800 87,360 0.6 
ee a: eee 752,458 805,084 697,546 —7.3 —~13.4 260,932 251,331 3.7 
Baltimore, Md. ....... 1,110,891 1,021,185 1,057,065 —4.9 + 3.5 318,471 341,001 7 
Birmingham, Ala. .... 600,600 576,506 671,020 +11.7 +16.4 186,382 225,610 +210 
“Boston, Mass. ........ 1,155,621 1,128,906 1,089,048 —§,8 —3.5 356,884 347,491 2.6 
Bridgeport, Conn. 507,920 503,636 512,736 +0.9 +1.8 168,140 184,576 9.5 
*Buffalo, N. Y. ........ 882,224 710,738 687,329 $3.1 —$.3 240,730 231,769 — 
Camden, N. J. ........ 172,289 187,427 310,681 +80.3 +65.8 55,560 88,494 +59 
Cedar Rapids, Ia. ..... 229,824 233,282 220,164 —4.3 —5.6 75,992 66,836 —12.) 
Charleston, W. Va. 516,762 502,187 466,396 —=9,8 aol 3 165,382 179,690 8.7 
ee | re 1,579,031 1,434,103 1,372,538 13,1 —4,3 464,541 456,069 1.8 
Cincinnati, O. ........ 818,753 798,212 789,419 —~§$,6 —1,1 254,120 249,778 1.7 
Cleveland, O. ......... 1,112,518 906,809 994,254 —10.6 +9.6 303,996 350,929 15.4 
|Golumbus, O. ........- 683,129 693,382 683,987 +0.1 —1.4 246,518 250,091 +14 
Dallas, Tex. .......... 1,079,124 1,091,658 996,163 ——9.9 —=§.8 353,184 340,190 3.7 
Davenport, Ia. ........ 449,890 431,186 458,598 +1.9 +6.4 144,018 116,578 —19.1 
eee: ee 719,558 663,162 684,692 —4.9 +3.2 208,418 218,030 L 4.6 
Denver, Colo. ......... 464,277 510,659 476,446 + 2.6 —6.7 141,242 132,445 6.2 
Des Moines, Ia. ....... 331,724 327,359 325,282 —$.0 —0.6 103,760 96,075 7.4 
Detroit, Mich. ........ 1,038,301 988,732 1,027,023 —{.1 +3.9 $37,948 353,128 4.5 
El Paso, Tex. ......... 538,009 489,524 528,472 ou i,8 +8.0 170,282 201,572 +18.4 
Gee 450,278 410,298 425,404 —5.5 +3.7 140,868 147,896 5.0 
Fall River, Mass. ..... 151,941 151,074 171,505 +12.9 +13.5 49,916 60,423 421.0 
WAe, MEUM. sectcccese ~~ $10,956 448,636 433,734 +5.5 ==. 144,206 133,630 7 
Fort Wayne, Ind. ..... 544,950 530,397 552,398 +1.4 +4.1 159,642 175,574 +10.0 
es a ey 302,130 270,631 303,124 +0.3 +12.0 86,544 89,243 +3 
Grand Rapids, Mich. .. 439,726 454,804 468,622 +6.6 + 3.0 132,986 158,158 18.9 
Greenville, 8S. C. ...... 285,516 279,255 335,455 +17.5 +20.1 91,378 112,126 22.7 
Houston, Tex. ........ 776,412 764,796 953,932 +229 +24.7 221,666 344,162 — 5 
Indianapolis, Ind. ... 919,714 820,988 882,644 —4.0 + 7.5 258,790 271,054 + 4.7 
Jacksonville, Fla. .... 404,782 431,578 435,036 +7.5 +0.8 145,740 151,648 +4. 
Jersey City, N. J. ..... 105,522 87,661 $3,575 —20.8 ee 32,020 28,401 —11.3 
Kansas City, Kans. 145,509 145,208 159,922 +9.9 +10.1 37,072 45,080 +21. 
Knoxville, Tenn. ..... 449,750 462,796 515,424 +146 +11.4 145,012 158,452. +9 
Little Rock, Ark. ..... 445,816 417,088 440,846 —1,1 +5.7 141,792 169,694 +19.7 
Los Angeles, Cal. ..... 1,297,738 1,361,089 1,330,977 + 2.6 —=§.3 443,813 446,900 0.7 
Louisville, Ky. ....... 755,646 698,222 663,159 —13.2 —5.0 225,909 224,931 4 
> ee 440,244 421,148 404,460 —8,1 —4.0 143,276 150,962 5.4 
Manchester, N. H. 198,520 185,838 179,094 —98 —3.6 59,494 61,552 +3. 
Memphis, Tenn. ..... )$2,078 536,592 980,042 +68.4 +82.6 169,022 191,170 13 
‘Milwaukee, Wis. ..... 846,736 804,327 727,000 —14.2 — 9.6 243,416 250,810 +3 
Minneapolis, Minn. 756,873 763,952 690,105 —8.8 —9.7 259,906 220,997 —15.( 
Moline-Rock Island 412,650 393,848 351,288 —14.9 —10.8 125,230 90,720 —27.6 
Nassau County, L.1., N.Y. 101,399 100,682 102,264 +0.9 +1.6 32,195 39,388 +22 
New Bedford, Mass.... 179,270 162,554 162,876 —9.2 4+-0.2 52,458 52,570 0.2 
New Haven, Conn. 477,120 485,226 523,460 +9.7 + 7.9 159,908 165,032 3.2 
New Orleans, La. ..... 968,593 1,013,436 1,155,254 +19.3 +14.0 324,352 338,323 + 4.3 
New York, N. Y. ...... 3,386,701 3,143,626 3,002,647 —11.4 —4.5 1,047,956 1,062,643 1.4 
Brooklyn, N. Y¥........ 261,879 229,429 207,488 —20.8 6 70,829 64,230 1.3 
Norfolk, Va. ........+. 479,388 496,860 502,516 +4.8 +1.1 160,902 177,744 1 
Galland, Cal. .cicccscs 390,810 390,605 432,646 +10.7 +10.8 132,578 136,944 
*Oklahoma City, Okla.. 578,942 555,198 376,740 —34.9 —83.2 180,936 127,064 29.8 
CORRE, FeOee <ccvceceee 287,631 290,497 277,522 —3.5 —4.5 97,986 85.064 13.2 
Peoria, Ill. .....0+.0+: $66,009" 557,508 566,885 +0.2 +1.7 168,539 179,508 +6 
Philadelphia, Pa. ..... 1,524,106 1,465,827 1,570,942 +3.1 +7.2 474,095 505,183 6. 
Phoenix, Ariz. ........ 446,698 384,328 418,824 —6.3 +9.0 134,232 133,490 0. 
Pittsburgh, Pa. ....... 1,139,782 1,017,590 1,024,618 —10,1 +0.7 352,198 348,656 1. 
Portland, Ore. ........ 500,752 625,772 490,430 —2.1 —21.6 208,264 173,974 16 
DE DU acaneeess 476,280 497,392 494,650 +3.9 —0.6 176,708 175,756 
Richmond, Va. ........ 626,178 619,934 606,060 —$.3 —3.2 207,326 206,374 
Rochester, N. Y. ...... 782,034 772,580 803,156 +2.7 +4.0 257,661 265,373 3 
Rockford, Il. ......... 375,648 363,650 395,444 +5.3 +8.7 122,710 125,846 2.6 
Sacramento, Cal. ...... 404,040 424,116 402,430 —0.4 —.1 134,932 125,650 6 
San Antonio, Tex. .... 327,198 359,864 386,234 +18.0 +7.3 108,711 107,504 1 
San Diego, Cal. ...... 736,022 734,314 538,888 —=$6.8  —26.6 226,296 187,950 7 
Seattle, Wash. ........ 440,594 557,284 642,950 +45.9 +15.4 184,450 203,322 : 
7South Bend, Ind. ..... 411,519 309,839 260,652 —$6.7 —15.9 101,733 86,846 4. 
‘Spokane, Wash. ...... 418,740 362,250 342,552 18.2 =—=§,4 118,104 108,864 7.3 
De, EOI, EG. cccccccss 900,210 883,960 838,845 .—68 —5.1 $03,905 274,27 5 
*St. Paul, Minn. 669,114 573,686 587,618 13.3 +2.4 176,793 173,943 1. 
Syracuse, N. Y. ...... 213,633 233,765 340,333 +59.3 +45.6 83,699 112,224 34.1 
Tacoma, Wash. ....... 299,614 306,726 348,670 +16.4 +13.7 100,394 106,834 6.4 
Tampa, Fla. TETTTriT 305,130 318,598 391,328 + 28.2 + 22.8 114,142 141,806 24.2 
Toronto, Ont., Can. ... 967,807 877,386 814,378 —15.9 —=7.2 ~ $30,708 |. 287,827 
.. | eee 167,468 188,006 187,642 +12.0 —0.2 55,804 60,732 
Tulsa, Okla. .......... 491,106 458,346 445,438 af, 2 —32.8 157,682 152,166 
Washington, D. C. 1,740,714 1,886,003 1,659,302 —4.7 —12.0 771,339 603,27 21° 
Youngstown, O. ....... 394,467 354,760 412,524 +46 +16.3 112,994 149,062 
Total ......2.seseee 49,646,946 47,993,894 48,371,886 —2.6 +0.8 15,859,932 16,000,321 
1 Akron Times-Press discontinued Aug. 28, 1938. : — 
2 Linage of Daily American now combined with Record 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28. 1939 
§ Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938. 
8 Spokane Press discontinued March 18, 1939. 
9 St. Paul Daily News discontinued April 30, 1938. 
10 San Diego Sun suspended publication Nov. 25, 1939 No paper published on Jan. Ist 
11 Atlanta Georgian and Sunday American ceased publication Dec. 17, 1939. 
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ADVERTISING AGE 


27 


Cdve ris 
Market 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms: 


All other classifications (single insertion rates): % Iin., $2.75; 1 to 3 tn. 


$4.75 per inch, 
a 


POSITIONS WANTED a 
ié yrs. exp. leading Trade Jnls., local 
& Metro newspapers. Layouts, News 
reporter. Com’'l Art, Photog. & en- 
graving. Comm. or Salary. Chas. A. 
Addison, 162 E. Pearson, Chgo. 

Young man, 22, recent college grad- 
uate; knowledge copy, sales letters, 
printing, engraving, artwork, layout. 


experience, wants job in advertising 
production department with good 
agency, publishing, or industrial con- 
ern in Chicago. 

Box 2020, ADVERTISING AGE, Chgo. 
A sales promotion man, with 16 years 
of specialized experience in the food 
and beverage field is now available. 
record of unusual results should 
nterest a manufacturer or jobber 
who wants more profits from present 
efforts. His record includes the or- 
ganization of an operation that re- 
sulted in a million dollars of sales in 
the first year of a new product. 

4 special promotion in a highly com 
petitive field increased sales over 
Present age 43, family man, residing 
in Middle West. Willing to go any- 


where. Will be happy to arrange for 
a personal interview. Write 
Box 2021, ADVERTISING AGE, Chgo 


Copywriter and Production 
Young man, 23, college, with agency, 
nd retail adv. experience, also good 
sale record, desires position with 
growing future. Nominal salary 
Samples written upon request. 
Box 2022, ADVERTISING AGE, N. Y 

Ageney man— 
() yrs. general agengy and publica- 
tion training. Experienced in media 


nd production. Desires connection 


vhere sound agency experience is re 
juired Salary secondary to real op 
rt ity Married 


Hox 2023, ADVERTISING AGE, Chgo 


Can you employ services of competent 
teno-secretary capable formulating 
own correspondence, whose experience 
overs planning, organization and 
performance all details advertising 
ind sales campaigns food and 

fleld? Employers Know of ad. - 
phone Miss Berke, WEBster 4432 or 
WHItehall 4012, Chicago. 


MISCELLANEOUS 

PACAYAL COFFER 
Direct to consumer from the Planta- 
tion in Guatemala. PURE. COFFEE 
—NOT BLENDED. Awarded the Gold 
Medal at Pan American Exposition 
for the finest coffee grown. On re- 
eipt of 2.00 


| required. 


HELP WANTED 


the right man who can 
Art, and Photography. 
an art director or 
business of his 
tact man with 
by letter. 


sell Layout 
He may be 
copywriter with 
own—or a good con- 
ideas. Please answe! 


A newly formed agency is seeking an 


ally attractive offer awaits the man 
who wishes to become an associate of 
a wide-awake organization. 

Box 2024, ADVERTISING AGE, Chgo 


ADVERTISING REPRESENTATIVE 
WANTED 


By an old and well known business 
publication. For middle western ter- 
ritory, headquarters Chicago. Salary 


and expense 


yasis to start—attractive 
commission : 


arrangement later. Car 
An unusual opportunity for 
energetic, hard worker. Reply 
mail if not Chicago resident 
find this man quickly. 

Box 2025, ADVERTISING AGE, Cheo 


Must 


|} information. 


we will send you 5 
ounds of Pacayal coffee postpaid. It 
s possible with Pacayal coffee to use 
ne third less coffee and still get 
ery best results. Why not try the| 
erfect coffee. Not available in stores 
Three Mountain Co., 16 Hudson 8St., 

New York 


Expect Thousands | 
at Women’s Club 
Consumer Day 


Chicago, Jan. 25.—Attendance of 
more than 2,500 women is expected 
at the second annual Consumers’ 
Day sponsored by the Women’s Ad- 
ertising Club of Chicago, to be 
eld at the Palmer House, Friday, 
Feb. 2, from 10 a.m. until 10 p.m. 


the | All sizes supplied. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
Prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


a 


jtion by 
| “Consultation Please!” 


REPRESENTATIVES WANTED 


ATTENTION DISPLAY AD. 
SALESMEN 
Entirely new lamination for framed 
prints or lithographs resembles gla 
but far superior. Want representa 
tion in every city Will give exclu 
sive territory to producer. Must have 


clientele. Write for samples and full 


Liberal commission 
Manufacturing Co 
1037-1041 Evans St 


Cincinnati, 


vans 


Ohio 


SPECIAL SERVICES 

YOU ARE INVITED 
to compare the economies of Laurel's 
newest process with the costs of type 
setting, engraving and printing. 
OUR PROCESS REQUIRES NO CUTS! 

Short runs without penalty 

For example: 

500 Copies (8%x11") $2.63 
Additional 100 Copies only 22c 
Even lower prices 

moted to quantity buyers. 

for free samples and Educa 
tional Manual, 

Laurel Process, 480 Canal St... \. ¥. ©. 


Send 


Features of the event, inaugu- 
rated last year by the club, will in- 


|clude an educational exhibit par- 
| ticipated in by some 25 companies, 


associations and business groups, a 
number of prominent speakers, a 
playlet and a general forum on con- 


Tempo Ine, 230 East Ohio St. Chicago 
has an interesting proposition to offer 


account executive who is interested | 
in going into business for himself 
The man we are looking for must 


have ability to produce. An exception- | 


air | 


14 


) 


JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1939, 


1940 ese ie 
a Pages Lines Pages Lines Pages Lines Pages Lines 
STANDARD | Household . 7.7 5,260 7.1 4,813 
American Mercury 12.1 366 12.3 2,408 | Junior League 6.0 3.820 8.0 5.049 
| Atlantic .. 2.2.00. teeetene 13.5 3220 22.2 = 5,273 | Ladies’ Home Journal 18.4 27.1 18,427 
COUPTOME BEIOCOTy 6icic cscs 14.4 460 15.4 3,45 Mademoiselle te : 56.9 2\ 8.663 
Pert stehdastenes oe b< 8.7 +716 8.1 3,454) McCall's ......... 18.0 21.2 14.436 
Harpers Magazine .. 18.7 4,452 24.7 5,881) Parents’ (Nationa 23.6 19.3 $260 
ee ; - — Parents’ (Spec. Ss 2.3 980 
fotal Group .. 17,214 20,471] Photoplay ..... ; 8.1 10.3 7032 
| os A *Picture Play .... 1.6 8.2 3,532 
GENERAL True Story .. re 26.3 2s 23.6 10,143 
*Ace Fiction Group 10.1 2,258 14.3 3.205 | yorue Tee creer S0.5 0.845 90.6 17.252 
American ......5+-. Ls.2 12,111 25.3 10,858 | Woman's Home Companion... 21.5 14,600 22.8 15,506 
American Boy ..... 4 3,671 5.7 3.871) Woman's World 3.771 9.0 5.113 
| *American Forests 0 100 6.8 wor man : i — . o.o. o,46 « 6,113 
| 4 « . : ’ .¢ ‘ 
|} American Home ..... 18.1 11,457 17.8 11,258 Total Group 219.761 290.517 
| American Legion ... 6.8 2,920 7.6 3,246 ; plait cde 
Asia ee eeveses oe 933 4.0 1726 WOMEN'S GROUPS 
| Better Homes & Gardens 1” 2,331 18.0 11,405 | Ee W : = 
| *Big Seven Group... 4.8 “, 10.5 2,352 ‘Holly “ee php ntapee lt 6.802 10.7 4,507 
Cn EMBO. i vnc tows 7.9 5,39 8.7 »,908 Daseige +b Atala > pes > mak ves oe 
|Child Life ...... 2.9 1,263 4.1 1,766 ooo | aca toate 1 vara + 4 . 214 
| Christian Herald 15.3 6,572 17.5 7,492 yagi ariag eas A grees ab nage 
}College Humor .... 7 2,431 5.9 2,536 ~aeheemage = “ A¢ “ vy be +4 5,183 
} Cosmopolitan ........ 35.9 15,410 38.8 16,655 clay c hn tc ay ; - : bt <p oe +075 
|Country Life ........ 23.9 16,039 25.9 17,392 | wacradden Women's Group-- aan ’ sche 
le a - , o o ‘ acti . ome s wo ’ 
Elks es eesecsecs : 2,134 4.3 1,836 | Movie Mirror 15.2 6,506 14.4 6,192 
Esquire (National) ; 14.9 30,180 60.7 40,819 Radio & Tele sae 
Esquire (Sp. Edition) 1 7728 11.0 7.392 ni a tala - ‘ _ 
*Extension Magazine 8.2 »,648 6.6 4,513 | True ane rien : 12 7 th 7 Y 761 
| E,, Pa a. ‘ 1 6 19 gor axperiences 2.6 », NS 3. .76 
| Fortun eeereeees 1.8 2,406 1.6 $2,627 True Love & Romane: 13.3 713 12.4 31] 
Grade Teacher in 9.0 3.966 9.7 4,278 True Romances 14 O77 pa : a 
House & Garden .. 26.5 16,729 23.2 14,693 | Modern Group , > ideas = — 
| House Beautiful . 15.1 9,550 0.3 12,814 Modern Romances 13.4 4 13.3 O4 
Instructor ........ “6 6,549 3 648 | Modern Screen . 152 6 : 0 12.9 sar 
Mechanics Illustrated 18.3 8.589 38.4 8,595 Sereen Romances 13 rs . een > raped 
|*Motor Boating ...... 175.9 75,978 170.7 73,737 | soreenland Unit—— vial on — 
| National Geographic 18.3 4,364 21.2 5,048 Screenlanad 10.0 $306 10 FQ 
| Nation’s Business 5.9 19,689 33.0 14,140] giver screen * 109 ; es aa oe 
|*Nature Magazine 1.5 1,922 1 2,178 | : eee #5 4,219 
Open Road for Boys. 1.6 1,964 9 2,537 1" ° 5 
: ’ -? rotal Grou 97.3 77.913 
| Physical Culture ... 12.4 328 12.4 330 ™ ene ees 1,801 10,913 
*Popular Publications Group 10.1 2,256 10.1 2,254 a“ . > 
| Popular Mechanics 74.5 16,677 76.6 17,158| OCUTBOOR MAGASINES 
Popular Science 57.8 12.945 63.1 14.134 | American Rifleman ..,. 20.5 S790 24 10,366 
| Redbook ........... 29 4 0 462 28.3 12,130 Mield & Stream ive 16 7.078 13.7 » S871 
Scientific American 13.0 5,568 15.9 6.800 | Fur-Fish-Game : 15.6 6,689 16.4 7.045 
RE { 2.2396 79 3.32 Hunting & Fishing S.5 ,,634 9.6 4,118 
Spur i ETE Ae 15.8 10,584 123.1 g 939 | National Sportsman “0 ,875 9.6 4,118 
| *Street & Smith Combination iS 184 O68 2 Lhe ; 
*Sunset ia F ; 16.2 6,932 14.3 6,154 | Outdoor Life 12.6 AOE 11.1 4,783 
*Thrilling Group 17 3,910 18.9 14,243 | Outdoorsman we 1246 13.0 791 
Town & Country.... 26.1 17,56: 34.8 23,: Sports Afleld 10.9 1,675 10.8 1,621 
Travel ; : 7 4,746 8.0 ’ ; 
True Detective 0 3.854 8.1 3 rotal Group 14.594 16,713 
*VYachting 100.7 69,323 127.4 SO i 
VAIL ORDER 
Total Group 198,409 8,71 Comfort 6.1 $127 ws 6.654 
(jo0d Stories a) »oo38 6.0 1,106 
WOMEN'S MAGAZINES Mother’ Hiome Life 44 450 7.3 O9o8 
Good Housekeeping hy 15,154 37.4 6,049 . 
Harper's Bazaar 4.7 36,726 13.6 36,047 otal Group 580 15,856 
Holland's ; 7.5 5,674 7.9 5,963 
HHome Arts Needlecraft 1 2,084 8.3 2,252 *Figures provided by publisher 
Magazine Linage Tu s at Audience greeting. The radio philosopher 
g read the letter over the air on 
% H t t 2 if Dec. 14, 17, 19 and 21, suggesting 
e . ’ oy & «l, Suggesting 
Total Shows 2.6% Heartstrings; Gift | 


Loss for January 


New York, Jan. 25.—January 


linage in national magazines totaled 


886,659, Publishers’ 


the 
these 


per cent from 
carried by 
year ago. 

| Women’s group magazines were 
alone in reporting a gain for the 
month. 


910,201 


Information 
Bureau reported today, a loss of 2.6 
lines 
publications a 


Total for this group was 


197,301 as compared with 77,913 in 


/1939, an increase of 24.9 per cent 


| 


General magazines carried 498,409 


| lines, a decline of 5.7 per cent from 


the 528,713 lines reported last year 
|Standard magazines carried 


17,214 


| lines, a decline of 15.9 per cent from 


the 20,471 lines carried last year. 


clined 0.4 per cent with a current 


sumer-business problems and re- ‘total of 219,761 as compared with 
lationships. 220,517 last year. Outdoor maga- 

Thomas H. Beck, president of | zines experienced a loss of 5 pet 
Crowell-Collier Publishing Com- | cent with a total of 44,394 as com- 


pany, will be the luncheon speaker, 
and Dr. Victor Heiser, author of 
“An American Doctor’s Odyssey,” 
and Hilery Newitt, author and lec- 


pared to 46,713 in 1939. 

Mail order magazines reported 
9,580 lines, a decline of 39.6 per cent 
from the 15,856 carried 


Linage in women’s magazines de- 


turer, will address the dinner ses- 
sion. In the afternoon a dramatiza- 
Barbara Abel, entitled, 
, will present 
numerous befuddled consumers get- 


| ting sound, satisfactory buying in- 
|formation from 
Christine 


such experts as 
Holbrook, Better Homes 
and Gardens; Hildegarde Fillmore, 
McCall’s, and Beatrice Bronner, 
Good Housekeeping, as well as 
from marketing specialists of the 
Department of Agriculture. 

The exhibits will be open all day 
and evening, and will be entirely 
factual and educational in char- 
acter. Aubyn Chinn, the Borden 
Company, is general chairman of 
the event. 


Ellis Named for Royal 


Standard Brands, Inc., New York, 
has appointed Sherman K. Ellis & 


|Co., New York, to direct advertis- 
jing of Royal desserts. 


The rest of 
Standard Brands account continues 
under the direction of J. 
Thompson Company, New York. 


| 


| New 


Walter | 


last year 
| December linage for weekly maga- 


|zines was reported in ADVERTISING 


| Ace Jan. 8. Figures and page totals 
for the individual publications are 
shown in the accompanying table 


Simonson to Issue 
New Plant Directory 


Publication of the Plant-Produc- 
tion Directory has been announced 
by Lloyd Simonson, formerly with 
Equipment Digest and asso- 
ciated with the directory field since 


, 1910. 


The new directory is described as 
compiled especially for “plant 
managers, superintendents and 
maintenance men.” An annual cir- 
culation of 25,000 has been guaran- 
teed. Mr. Simonson’s headquarters 
are at 605 N. Michigan avenue, 
Chicago. 


Names Irwin Vladimir 
Bates, New York, 
appointed Irwin Vladimir & Co., 
New York, to direct domestic and 
foreign advertising of its Jewel- 
Appeal nail polish and manicure 
preparations 


Barbara 


has 


! 


incidentally, that all radio listeners 
send their greetings to the 75-year- 
old Mary O’Donnell. In passing, of 
course, Mr. Wons suggested that 
the greetings might well be in the 
form of Hallmark cards. 

A final tally revealed this week 
that 21,896 greetings were received 
by Mrs. O’Donnell, of which 536 
were gift packages, enough to bring 
a spark of holiday cheer to every 
one of the institution’s inmates. Re- 
sponses came from 26 states. 


Windfall Follows 


Chicago, Jan. 25.—Details of a 
unique merchandising experiment 
reflecting the power of advertising 
and the responsiveness of the pub- 
lic to a human interest appeal 
became known here this week with 
the final checkup on results of a 
test conducted preceding Christmas 
in connection with the radio pro- 
gram sponsored by Hall Brothers, 
Inc., Kansas City, manufacturer of 
Hallmark greeting cards. ——— aa + 

As a means of testing the listen- 
ership of the Hallmark daytime 
program over Station WMAQ, fea- 
turing Tony Wons, Henri, Hurst & | 
McDonald, the Hall agency, ar-| 
ranged to have an inmate of the| 
Cook County Infirmary at Oak For- 
est, Ill., write a letter to Mr. Wons 
asking him to send her a Christmas 


45 EAST 17: 
NEW YORK, N. Y. 


Advertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
... It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


PRINTING 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


Ad-Setting + Engraving «+ Printing 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 
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MAGAZINE, RADIO AND FARM PAPER LEADERS IN 1939. 


Rank Company 

1 Procter & Gamble Co 
2 General Foods Corp.. 
3 General Motors Corp. 
4 Lever Bros. 

5 Colgate-Palmolive-Peet 
6 American Tobacco Co 
7 Sterling Products Co. 

8 Campbell Soup Co. 

9 Chrysler Corporation 

10 R. J. Reynolds... 


1939 Rank 1938 
$11,229,332 1 $ 8,121,420 | 
7,339,172 2 6,802,996 
7,211,520 4 4,729,870 | 
4,838,365 6 4,342,299 | 
4,763,276 riegeermimacs 
4,516,338 3 4,948,232 | 
4,431,406 .  -—ageijibeeia | 
4,363,518 a 4,233,271 | 
4,353,294 9 3,903,968 | 
4,176,873 7 4,242,903 | 
*$49,763,030 


Standard Brands, advertisers who occupied fifth and tenth places, re- 
spectively, among the 1938 ten leaders. . 


P&G Again First Price Wars Spur 


in Total Budgets 
for Three Media 


(Continued from Page 1) 


was not listed in the 50 leading 
farm paper advertisers, which 
means that its farm paper expendi- 
tures, if any, totaled less than 
$50,000. 

General Foods Corporation spent 
$7,339,172 in the three media to 
maintain second place as in 1938. 
General Motors Corporation spent 
$7,211,520 to draw third place. It 
was fourth in 1938. 


Lever Moves Up 


Fourth place in 
Lever Brothers 


1939 went to 
Company which 
spent $4,838,365. Lever ranked 
sixth in 1938. Colgate-Palmolive- 
Peet moved into the select ten with 
a total expenditure of $4,763,276, 
thus getting fifth place. 

Sixth place went to American To- 
bacco for its $4,516,338 total budget. 
It was third last year. Sterling 
Products’ total budget was $4,431,- 
406, enough to win it seventh place. 

Campbell Soup Company spent 
$4,363,518 to draw eighth place; 
Chrysler’s budget of $4,353,294 won 
the automotive company ninth 
place, while R. J. Reynolds slipped 
in under the wire with a total bud- 
get of $4,176,873 for tenth place. 


on Private Brands 


| 


IGA ‘Profit Push’ 


Chicago, Jan. 24.—Terming price 


competition the “first and foremost | 


challenge of the year,’ J. Sidney 
Johnson, merchandising-advertising 
director of Independent Grocers’ 
Alliance, today urged members 


of that voluntary food chain to use | 


nationally advertised brands as 
“traffic items, priced to meet com- 
petition, while pushing those brands 
that offer the big profit possibili- 
ties.” 

The IGA Mr. Johnson 
said, will put their most strenuous | 
efforts behind such items as fresh 
fruits and vegetables, fresh meats 
and controlled brands of dry gro- 
ceries, Royal Guest coffee and tea 


stores, 


and cellophane - wrapped bulk 
goods. 
Another major speaker at the 


was J. Frank Grimes, 
of the IGA, and well 
known for his activity in further- 
ing the food stamp plan. Mr. 
Grimes forgot about the stamp plan 
long enough to administer a slash- 
ing attack against the wave of price 
cutting wars, and particularly 
against the one now taking place in 
the New York 


conference 
president 


metropolitan area. 
He criticized sharply Gov. Leh- 
man’s veto of the New York un- 


in all 


CANADA in 
Classified Advertising 


During the year 1939, The Evening Telegram 
carried more classified advertising than any 
other newspaper in Canada. 


Leadership in classified advertising over all 
other Canadian newspapers for more than fifty 
years, constitutes evidence of preference, based 


| 


on attained results in the rich Toronto market, 


© 


stamp 


| 
} 


¢ No I Refrigerator Leads Again! 
| vo MEW Devige! 
MEW Convenience Feoteres! MEW Low Operoting Cost! 


fair sales act. This act, Mr. Grimes 
| declared, had been passed by a ma- 
jority in both houses of the state 
land, had it not been vetoed, would 
|have done much to prevent loss- 
leader selling. 

More pleasant was the disclosure 
made during the conference that 
IGA had recruited Pinnochio, one 
‘of the screen’s most promising box 
office hits of the season, as a sales 
aid for future months. Mr. John- 
son said that IGA had been granted 
exclusive rights to use in its 1940 
sales promotions the Walt Disney 
album featuring the 
|famous puppet. The Pinnochio al- 
|bum and a sample set of four poster 
stamps will offered with pur- 
chase of one pound of Royal Guest 
coffee, beginning Feb. 9. Other 
items will be offered at later dates. 


be 


Vita-Pact Launches 


Test Drive for 
New Cosmetic 


(Picture on Page 1) 

St. Louis, Vita-Pact 
Company 
a test campaign, using full page 
newspaper space in six cities, to de- 
termine the most effective distribu- 
tion channel for a new 
metic concentrates. 

Vita-Pact is offering concentrates 
for ten facial and skin lotions and 
creams. Added to water, these con- 
centrates produce conventional 
quantities of cosmetics in one- 
fourth and half pound units. An 
assortment of ten packages is of- 
fered for 89 cents. 

M. Denby, general manager, said 
that the opening shot in the cam- 
paign, a full page in last Sunday’s 
Wichita Beacon, would be followed 
by a schedule of other full pages 
in that city and in Denver, Salt 
Lake City, Peoria, Atlanta and Bir- 
mingham. Copy offering the 89- 
cent assortment included a coupon 
for the purchaser's use. The cou- 
pon, in addition to helping Vita- 


Jan. 25 


line of cos- 


its copy, also asks the customer to 
check her customary sources for 
cosmetic purchases. Thus, tabula- 
tion of replies will form the com- 
pany’s initial distribution policy, 
restricted to mail orders at present 

Test copy is to run through Feb- 
ruary, with expansion planned fol- 
lowing that period. The company 
also plans to add radio and national 
magazines to its program at a later 


FRIGIDAIRE CAMPAIGN SET FOR RELEASE 


long- | 


; new 
| planned by TBS. 


| behind-the-scenes 


|pany, New York, began 


ithe oldest lage1 
| pany in the country, and went on to 


A Opening insertion in Frigidaire's comprehensive new campaign will be this color 
spread in the Feb. 24 issue of The Saturday Evening Post. (Story on Page 9.) 


Two More Groups 


Reported Planning 
New Radio Net 


New York, Jan. 25.—Definite con- | 


firmation from backers of Transcon- 
tinental Broadcasting System that 
the proposed new national network 
would not begin operations Feb. 1, 
“due to circumstances beyond our 
control and the attitude of others,” 
does not mean that the idea of an- 
other broadcasting system is dead, 
it was learned in informed radio 
circles here today. 

Two separate groups, working in- 
dependently and without any pres- 
ent connection with TBS, are re- 
ported to be working on plans for a 
network similar to that 
Both are said to 
be ably backed financially, and to 
have personnel available to super- 
intend the launching of a network 


| comprised of numerous small, low- 


cost stations. Major advertisers 


| who shied away from TBS for one 
| reason or another are said to be dis- 


tinctly interested in the possibilities 


; : of such a development. 
today disclosed plans for | 


All Calm at TBS 


The identity of those working 
along these lines is being carefully 
concealed for fear that advance 
publicity might hamper current 
efforts. Both 
groups, however, are said to include 
a number of men well known in 
advertising and with a background 
of experience to qualify them for 
leadership in establishing a new 
network. 

Meanwhile, dead calm prevails at 
TBS offices here, although a skele- 
ton staff is still on hand. Affiliated 
stations have been informed that it 
will be impossible to start opera- 
tions Feb. 1. 
man of the board of TBS, is in 
Florida for a rest on doctor’s orders. 


‘Schaefer Drive Starts 


on ituti 
Pact determine the effectiveness of | Institutional Note 


lk. & M. Schaefer Brewing Com- 
its 1940 
with full-page  institu- 
tional copy in seven New York 
dailies and 1,000-line insertions in 
25 other papers in the metropolitan 


campaign 


jarea. The message was addressed 
| to “Everyone who has ever asked 
for ‘A glass of Schaefer Beer.’ ”’ 


Copy pointed out that Schaefer is 
beer brewing com- 


demonstrate 


| refrigerators 


| The insertion will be 
| 


John T. Adams, chair- | 


—e 


Philco to Match 
Rivals’ Price Cuts 
on Refrigerators 


(Continued from Page 1) 
Westinghouse Electric & Mfg. Co: 
pany, have remained aloof from th, 
price war. Whether they will main- 
tain present levels in the belief that 
their reputation will permit them 
to ask a high price for comparab| 
size refrigerators was unanswered 
to date. All three are admitted], 
watching the situation closely. 

The advertising debut of Philco 
1940 line will be made in auspiciou 
fashion three weeks hence when 
are featured in 
four-page color layout in Collier’: 
the first of 
the type that opens out to thre 
_ times the width of the magazin 
since Collier’s announced recent!) 
|that such advertisements would by 
accepted. 


Newspaper Copy Later 


Copy in this opening insertion 
| will feature the new “three com- 
| partment” departure which will bx 
| the cornerstone of its selling story 
| throughout the year. Available in 
| higher-priced models, this develop- 
ment includes one compartment 
for frozen foods, another for prod- 
ucts such as milk, butter, canned 
and bottled products which should 
|be kept free from moisture, and a 
third “moist cold” section for left- 
overs which will not have to b 
covered in order to prevent th: 
usual wilting and drying out. 
Following its opening — splash, 
Philco refrigerator copy will appeai 
|in Good Housekeeping, Liberty and 
|The Saturday Evening Post. An 
extensive newspaper campaign in 
cooperation with dealers will 
|'be undertaken later in the 


also 
season. 


Birds Eye Exploits 
Effect of Frost 
on Food Prices 


(Continued from Page 1) 
|Southern sources and those on the 
market now were packed last sum- 
mer. 

At the same time it was revealed 
that Birds Eye distribution has 
spread sufficiently in the past few 
months to be considered “national” 
and as a result a heavy schedule has 
been placed in Life. Pages are 
| being used in the magazine every 
|other week with color insertions al- 
ternating with black and white. The 
company now boasts about 6,500 
outlets, having registered a gain of 
1,400 during the past year. Young 
& Rubicam is the agency. 


Waters Adds Paderewski 

Arthur Paderewski, formerly 
|with Sterling Advertising Agency, 
|New York, has joined Norman D. 
| Waters & Associates, New York, as 
|art director. 


how even remote in- | 
i h d i fford : F date. The new line is said to be |dustries benefit by the prosperity of 
i that no advertiser can afford to egnere. rom the first concentrated cosmetic line |the company. The campaign is| 
$ the standpoint of consumer reaction, un- to be marketed, and is the result of ~ an “wy by ——, - “a 
doubtedly three years of research by cosmetol- | a s ae ae ; — aaa 
ogy chemists under supervision of s . 
Mr. Denby. Wills & Co. St Lou, Weinreich Names Waters 
is the Vita-Pact agency Weinreich Brothers Company 
TORONTO IS A “TELEGRAM” CITY i New York, has appointed Norman 
D. Waters & Associates, New York. 
HARRY B. GREEN to direct advertising of Lisanda 
Baltimore, Jan. 23.—Harry B. | Costume jewelry and = Marvella : 
I HE EVENING | ELEGRAM Green, who was identified with the a heang ov iggy ogee a L 
- wad , ; advertising business this city |~ — eee 
a Largest Classified Linage in Canada .3 - oan oo ¥ or . - = BY CRYSTA 
since 1904, died suddenly Jan. 19, B d S les S 
TORONTO CANADA at the age of 65. He began his roa ens - s a PUT YOUR PROBLEMS UPTO 
career with the Nolley Advertising| . Wheatena Corporation, Rahway, DISPLAY HEADQUARTERS 
NEW YORK: Dan A. Carroll CHICAGO: John E. Lutz | Agency. In 1912 he started his own | * as 4 gy ge Saye SS 
agency _ . , . -_ mercnandaising an saies ests in 
be agency under the name of Green New England and the Middle West 


CRYSTAL MFG. CO. 


CHICAGO + NEw YOR 


Raley-Lucas Company which later 
became Harry B. Green & Co., which 
he headed at the time of his death 


for the purpose of broadening op- 
erations in those sections. Compton 
Advertising, New York, is in charge 
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TESTIMONIALS DRAW THE SPOTLIGHT 
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Ps WINGS ON THE HIGMWAY 


‘ < « most bea u 1 sex ide 
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and Performance 


The satisfaction registered by well-known owners of new Pontiacs is the keynote 
of the company's initial 1940 bid for motorists’ dollars. (Story on Page 9.) 


BEHIND THE "MUSIC HALL" SCENES 


’ 
Following a sales meeting in Los Angeles, Jack Platt, Kraft Cheese Company 
. advertising manager, visited Hollywood and the radio music hall his company 
y sponsors. Left to right are Robert Brewster, J. Walter Thompson Company, 
a producer; Mr. Platt; Bob Burns, star of the show; and Carroll Carroll, script writer. 
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Holder of the World's Record for Over-Water Gliding 
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COME GLIDE WITH ME UP"THE STREET OF CLOUDS” 


CONOCO GERM PROCESSED OIL Se 


On PLATES YOUR ENGINE 


Continental Oil Company intrigued readers of The Saturday Evening Post with 
this color page featuring the story of Ted Bellak, champion “over the water’ 
Glider. Conoco got its sales argument in by pointing out that its oil is one 
thing “which goes up and doesn't come down.” (Story on Page 22.) 
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Wilson & Co. dramatizes the desirability 
of furnishing children with pets as a 
means of expanding the market for 
Ideal dog food sales. (Story on Page 4.) 


BABY KEPT BUSY 
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New chores have been outlined for the 
famous Gerber baby in an expanded 
promotion campaign. (Story on Page 2.) 


GOOD FOR WHAT AILS YOU 
SETS TEAR ids yn a YY ee 


Always eager to crash the public prints with unique stunts—wacky and otherwise 

—the Independent Grocers’ Alliance came through with this idea at its Chicago 

meeting last week. Ruth Munn wears a pair of ear-muffs plucked from an orange 

grove and tacks on a few kumquats for decorative effect. She was dubbed 
“citrus queen" and helped spotlight problems of citrus surpluses. 


MEAT INSTITUTE RELEASES FIRST CONSUMER COPY 


A 
wi 
® ‘ 


i 


This color spread in Life will inaugurate the first co-op consumer drive of the 
Institute of American Meat Packers. (Story on Page 21.) 


GET YOUR MAN—IN ONE EASY LESSON 


It may be the leap year influence, but Coty doesn't depend on too much subtlety 
in showing how, with the aid of L'Aimant, the lady can ensnare her man. This 
magazine copy appears in color. (Story on Page 20.) 
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The gods gave to Romulus, traditiona! 


b 
founder of Rome ... for his townsite 
... all the land that he could plough I SN 
around in one day. 


Maybe the span of a day's ox-journey wasn't bad for a : 
city's limits 3 or 4 thousand years ago. Maybe a day's 
horseback ride would do very well 3 or 4 decades ago. ; 
But autos and paved highways have changed all that : 
. And the growth of newspapers like The Dallas News. 
Such things throw a city’s real limits far beyond its a t 
political boundaries. : 
Advertisers can still plow around “Dallas” in a morn- : 
ing—with The News as a plow. And reap a rich harvest a 
from the plowing. But the area will be no mere city limits. 
33 It will be all of the wealthy city-town-village-farm commu- n 
* nity that comprises Texas’ No. 1 market. ‘i 
7 | When You Use The News You Get ALL of Dallas 
John B. Woodward, Inc. - Texas’ Leading ' 
“ Re presentatives The D a ; las Ni orn ‘ n red News News paper p 
ra Trade Follows The News 
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